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Rough Proofs 


Gillette won't overemphasize 
commercials in broadcasting the 
world’s series. The announcer will 
merely remark now and then as a 
runner slides into a bag, “Gee, that 
was a close shave.” 


~~ = © 


Bab-O is to feature an Emily Post 
book on etiquette in its fall cam- 
paign. Do you suppose it would do 
any good to run the copy in Berlin 
newspapers? 

ie SE , 


“It's a common sight,” relates a 
Scottish advertiser, “to see three 
generations of one family busily 
absorbed in producing Harris 
Tweed.” 

But doesn’t that interfere some- 
what with their golf? 

vw? 

Some radio advertiser is trying to 
locate a divorced couple who are 
willing to appear on a _ national 
hook-up to discuss their blasted ro- 
mance. But at least one member 
of every divorced couple has al- 
ready had his (or her) fill of broad- 
casting. 

vgf¥$eeg? 

Corset manufacturers admit that 
they’re happy over the return to 
fashion of the “natural feminine 
figure.” This leaves admirers of 
the female form divine wondering 
if nature is lying down on the job. 


in. Oe 


Baltimore is planning a one-reel 
color film to attract tourist busi- 
ness. Let’s see now, what'll they 
want to show besides Wallie Simp- 
son’s old home? 


~~ = Ww 


The Chicago Times has developed 
| meter for space buyers. It should 
be explained to the reps that it is 
for use by the space and time ex- 
perts and not to be applied to them. 


7 F 


You can drink wine out of any 
kind of glass, the industry assures 
you. And if you’re so thirsty you 
can’t wait, just let it glug-glug right 
out of the bottle. 


- = F 


Gladys the beautiful receptionist 
says the household appliance people 
must be happy to know that the 
government is planning to devote 
more attention to domestic com- 
merce, 

v ee 


Lady Esther offers free sets of 
nagic fingertips to ladies who want 
be beautiful. Advertisers con- 
tinue to insist in expensive white 

e that the best things In life 
free. 


- ee, 


In view of the unfortunate man- 
ner in which Henry Armstrong lost 
is lightweight championship, his 
‘riends will carefully refrain from 
inging, “Swing low, sweet chariot.” 


. 3 F 


Ve sincerely hope,” hopes Wen- 
tel. Wilkie in full-page newspaper 
pace, “that our former customers 

Tennessee will continue to enjoy 

if the best electrical services in 

ountry.” 


RAZOR TRADE-INS 


SCHICK OFFERS YOU #2.75 
FOR YOUR OLD RAZOR! 


to Introduce you to the World's FASTEST Dry Shaver 


F THE new 1940, 
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Newspaper copy announcing the new 
Schick policy. (Story on Page 2.) 


Heavy Linage 
ls Promised as 
New Cars Appear 


Hot 


Leadership 


Detroit, Aug. 24.—The Plymouth 
car, hard-bitten child of the depres- 
sion, which has driven constantly to 
higher ground during ten of the 
most difficult years in American 
business history, will be content 
with nothing less than first place 
in 1940, dealers, salesmen and the 
press were told at the preview here 
Tuesday. Equally strong statements 
were issued in behalf of the Dodge, 
Chrysler and DeSoto, all of which 
were unveiled simultaneously. 


on Wednesday, equal optimism and 
determination were manifested by 
Buick, while Pontiac, whose new 
models were presented here today, 
also expressed the conviction that 
it would lift its 1940 standing be- 
yond the sixth place now held, with 
the aid of extensive advertising. 
The Pontiac party temporarily 
ended the round of previews, Olds- 
mobile having set its coming out for 
Sept. 11, and Chevrolet and Ford 
maintaining a pregnant silence. 
Every indication points, however, to 
a continuation of the red-hot adver- 
tising battle which has featured 
industry tactics in 1939. 


Lots of Demonstrations 


Plymouth, now in third place in 
national ranking and outselling all 
competitors in some battlefields, 
such as New York, will seek its new 
goal with the help of one of the 
heaviest advertising campaigns in 
its history, executives told the 
dealer organization. While the re- 
tailers’ assignment will not be sim- 
ple, they were told that demonstra- 

(Continued on Page 27) 
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At Flint, where the spotlight fell | 


Advertisers Back Up 
Magazine—''But Don't 
Quote Me" 


New York, Aug. 24.—The con- 
tention of R. E. Berlin, general 
manager, Hearst Magazines, Inc., in 
his statement on the Federal Trade 
Commission’s complaint against 
Good Housekeeping that advertis- 
ers have signed FTC stipulations 
chiefly to avoid unfavorable pub- 
licity and court expense, was borne 
out this week in a survey by ADVER- 
TISING AGE of leading 
who have felt the FTC’s lash during | 
the past year. 

Although many of these compa- 
nies hold that in their own indi- 
vidual cases it was not worth the 
trouble to contest the FTC ruling 
in a court fight, they unanimously 
/endorsed Good Housekeeping’s 
|stand in refusing to sign a stipula- 
|tion, and expressed the opinion that 


|Hearst Magazines’ stand represents | 


advertisers | 


‘the unspoken attitude of the entire | 


jadvertising industry. 
Should Define Limits 
As the 


for all, the limitations of the FTC’s 
activities and should establish the 
fact that a business concern still has 
some constitutional rights.” 

Most industry spokesmen were 
wary of discussing the Good House- 
keeping situation for fear of antag- 
onizing the Commission and bring- 
ing on “reprisals.” In no case did 
a leading executive care to be 
quoted by name or have his com- 


| 
| 


advertising manager of | 
B a t tl e L ooms f O frione large toiletries company stated, 
“This case should define, once and | 


pany mentioned. 
Dislike “FTC” Publicity 


While ‘unfavorable publicity” 
stood out as the major reason for 
yielding to the FTC’s demands, the 
thinking back of the signing of 
stipulations ranged all the way from 
agreement of advertisers themselves 
that their copy claims were a trifle 
exaggerated to the belief that “you 
can’t fight the government.” 

One type of publicity which ad- 
vertisers are most anxious to avoid 
jis reports of FTC actions in “con- 
sumer” publications, which devote 


(Continued on Page 27) 
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much space to such controversies. | 
The advertising manager of one | ynleashed heavy newspaper adver- 


ast Minute N 


FTC—Good Housekeeping 


The complaint against Good 
Housekeeping by the Federal Trade 
commission is generally considered 
the most significant news of the 
year in advertising. Having scored 
a major news beat on the issuance 
of the FTC complaint andthe 
answering statement of Hearst 
Magazines last week. ADVERTIS.- 
ING AGE covers the situation and 
its implications as follows in this 
issue: 

Complete text of FTC com- 

CE sou vcvendaukebekee Page 20 
All approval seals to get 

going over if present case 

6 heen Ce k's ab ke Page 1 
Advertisers agog. give Good 

Housekeeping moral sup- 

port 
Good Housekeeping changes 

wording of guarantee....Page 23 
7.000 advertisers now boast 


Gn SE veka knckibaden Page 23 
American Medical Associa- 
tion considers “clarifica- 


tion” of its seals........ Page 22 
Parents’ Magazine to Con- 


tinue Use of Seals: Other 
Pubishers’ Practices Re- 
I i a a et Page 22 


Analysis of FTC operations 
and changes brought on 
by Wheeler-Lea amend- 
sxe incocrds Sain Mia aktaeliere Page 29 
FTC bows to Federal Alco- 
hol Administration on 
alevholie beverage copy.Page 30 


Union Seeks 
fo Intervene 
in New Tire Sale 


Akron, O., Aug. 


FTC May Aim at All Seals 
lf ‘Good House’ Case Sticks 


Commission Sure of Its 
Ground; Cites Cases 
Against Advertisers 


Washington, Aug. 24.—High 
Federal Trade Commission of- 
ficials told ADVERTISING AGE 
this week that if its complaint 
against Good Housekeeping 
magazine is ultimately sus- 
tained in the courts the 
‘chances are very good that 


seals of approval of all profes- 
‘sional, scientific and testing 
‘research agencies will come 
under close Commission scru- 
‘tiny and be proceeded against 
if that seems desirable “in the 
public interest.” 


Furthermore, the Commission is 
fully prepared to go much further 
than it did in the case of Good 
| Housekeeping. Officials point out 
that in this case the point of chief 
Commission attack is that the mag- 
|azine in fact guaranteed the adver- 
tising claims made in the publica- 
\tion. If this is finally sustained 
then the Commission can, and as in- 
dicated probably. will, proceed 
against organizations even if they 
do not specifically stand behind the 
advertising claims on produets upon 
which seals of approval have been 
affixed. 

Must Establish Claims 


The idea is that approval seals 
should be attached to products only 
after adequate and complete test- 
ing. The Commission feels that ap- 


| 
| 
| 


24-~Despite proval seals carry the impression 
‘threats of President Sherman H.|' the public that products have 
‘Dalrymple, of the United Rubber been fully tested and thereby offer 


Workers Union of America, an affi- | @ kind of guarantee to the buyer 


liate of the CIO, to seek -govern- 
mental intervention, leading tire 
manufacturers launched their third 
big nation-wide cut-price tire sale 
of the year this week, announcing 
special 25 per cent reductions to 
continue through Labor Day. 

With repercussions of their two 
previous sales still echoing through 
the industry and with indictments 
hanging over their heads for al- 
leged misrepresentation in their 
previous advertising, tire makers 


(Continued on Page 26) 


ews Flashes 
Wason Leaves Zonite; Olwyler in Charge 


New York, Aug. 25.—Robert R. Wason has resigned us president of 
Zonite Products Corporation to devote his entire time to Manning, Max- 
well & Moore, Inc., mill supply company which he heads. 


John M. Ol- 


wyler, vice-president in charge of sales, will serve temporarily as Zon- 


| ite’s chief executive officer. 


Pepsi-Cola Launches Localized Contest 
New York, Aug. 25.—Pepsi-Cola Company today launched a $1,500 
| prize contest as its first promotional move since appointment of Newell- 


Emmett Company as its agency last 
| the New York metropolitan area, and is being advertised with large | 
space in New York, Newark and Jersey City newspapers. 


week. The contest is limited to 


It calls for 


brief statements on the six-bottle family carton. 


“Richelieu” to Enter Frozen Food Field 


Chicago, Aug. 25.—Confirming the 


belief of many experts that 


famous canned food brands would sooner or later invade the quick frozen 


food field, Sprague, Warner & Co. announced today at the convention of | 


(Continued on Page 28) 


Standard Brands 
Plans Three-Way 


Drive for Yeast 


New York, Aug. 24.—A three- 
way campaign for Fleischmann’s 
yeast will be launched next month 
by Standard Brands, Inc., including 
newspapers, magazines and radio, 
it was learned here today. News- 
paper and magazine copy will break 
in September, with two radio shows 
to bow Oct. 2. 

Newspaper and magazine copy 
has been scheduled through Decem- 
ber, with picture sequence inser- 
tions again planned. Four-color 
copy will appear in Metropolitan 
Sunday Newspapers, Inc., Puck— 
The Comic Weekly and in several 
other newspaper groups. Varia- 
tions of the newspaper insertions 
will be used in Good Housekeeping, 
| Liberty, Life and Look. J. Walter 
Thompson Company is in charge. 

For the first time in a decade, 
Fleischmann’s fall radio plans do 


not include sponsorship of Rudy 
Vallee. Dr. William L. Stidger’s 
inspirational talks, “Getting the 


Most Out of Life,” will be resumed 
/as a five-times-a-week morning 
| broadcast, heard over 26 stations of 
the Blue network of the National 
| Broadcasting Company. A new dra- 
|matic series, “I Love a Mystery,” 


the National Food Distributors’ Association that it is entering the new | which has proved successful on the 


sphere. 


The company will use “Richelieu,” 
foods, as the brand for its new frozen food line. 


noted in the realm of canned 
Increased interest in 


frozen foods was a dominant note at the distributors’ conclave. 


Pacific Coast, will be aired five 
nights a week over an NBC Red 
| hookup. 
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: ee he | that Schi bsorbs the ful 
e Schenley Imports | ALL SET FOR WORLD'S SERIES Dry Shaver Takes ti tese-in‘attowance. those deat 
. . ers caught with a stock of the old 
ye Gain Bac king of Schick “Standard” shavers on hand 


Magazine Drive 


New York, Aug. 22.—Expecting | 
a business upturn this fall, 
ley Import Corporation today 
vealed plans for what Oscar J. Wile, 
managing director, termed 
the most extensive campaigns” in 
magazines ever used to promote im- 


ported products. 


Sandor Heyman, import advertis- 
explained the drive 
here today before about 75 import 
attending a 
Six products will be 
promoted in magazines, he declared. 

Dewar’s scotch will be supported 
by copy in nine national magazines, 
Dubonnet wine in five, Rhum Ne- 
grita, Otard brandy and Noilly Prat 
vermouth in two each, and B & G 
Brown & Thomas is 
the agency in charge. 


ing director, 


representatives 
conference. 


wine in one. 


| 
% 
_ 


| 


Schen- 
re- | 


“one of 


sales 


Up Yearly Model, 
Trade-in Theme 


Schick Hoping to "'Sta- 
bilize"’ Field by New 


Moves 


(Picture on Page 1) 

Stamford, Conn., Aug. 23.—Schick 
Dry Shaver, Inc., has borrowed 
two leaves from the merchandising 
notebook of the automobile and ra- 
dio industries for fall promotion of 
its electric shaver, with the intro- 
duction of a new annual model and 
the adoption of trade-in policy on 
old razors, it was learned this week. 

The first trade-in offer in the 
field was made last month by Elec- 
tric Shaver Ex- 


will be permitted to return them 
by ordering two “Captains” for 
each “Standard” returned. The re- 
tailer will be billed for only one 
“Captain.” If the dealer wants to 
participate actively in the promo- 
tion, local newspaper advertise- 
ments and point-of-sale materia} 
playing up the new merchandising 
plan are available. 

In presenting the plan, Mr. John- 
son emphasized that the purpose of 
it is to stabilize the dry shaver in- 
dustry, eliminate the selling of $1.95 
and $2.98 shavers, and steer retail- 
ers away from the habitual pushing 
of electrics chiefly as gift items. A 
survey conducted by Schick’s new 
agency, Lennen & Mitchell, among 
4,000 users brought out that less 
than half of the shavers used had 
been purchased as gifts. Of the to- 
tal of 5,000,000 dry shavers now in 
the hands of consumers, Schick 
claims to have sold about 50 per 


J. P. Spang, Jr., president of Gillette Safety Razor Company, affixing his signa- 
ture to the document which gives his company exclusive broadcasting rights on 
Charles R. D’Olive has been ap- the world's series, while Baseball Commissioner Kenesaw M. Landis and Fred 
pointed manager of the household Weber of Mutual, whose network will carry the ‘Programs, look « on. 
appliance division of Stewart-War- — ——- = 


D’Olive Returns cent. 


change, Chicago, 
Remington Rand 
dealer, as re- 


Mutual Completing 


ee 
: 


ported in the 
ner Corporation, Chicago. He was 2 . “ 
formerly with Crosley Corporation Dollard to B-S-H KARM ees Weed jag Station Lineup to 


as vice-president in charge of the 
division 


refrigeration 
ously was s with Stew 


and _ previ- 
yart- War ner. 


Hummert, Chicago. 


BIG EVENTS 
BIG 


combine to 


ISSUES 
offer you 


a BIG sales opportunity 


The September, October, November and December 
issues of INSTITUTIONS Magazine offer you the op- 
portunity of reaching the RIGHT MEN and WOMEN 


at the RIGHT TIME... 


at a time when they are 


especially receptive to your sales message. 


It is these four big events that will tend to place the 
more than 56,000 readers of INSTITUTIONS Maga- 
zine (the buying factors of the institutions) in a mood 
of mental acceptance for your message: 


In September . 


In October ... 


«The Annual Convention and Expo- 
sition of the American Hospital 
Association to be held in Toronto. 
This issue will also be distributed 
at the Restaurant Show. 


«The 21st Annual Convention and 
Exposition of the National Restau- 
rant Association to be held in Chi- 


Edmond Dollard has joined the | 
radio staff of Blackett - Sample -|appointed Weed & Co., 


Station KARM, Fresno, Calif., has 
New York, 
|}as national sales representative. 
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Disclosure of 
the radical step 
came simultane- 
ously with the 
announcement 
that the coming 
campaign, said to 
be the largest in 
electric shaver 
history, will be guided by a new 
advertising manager, Roy W. John- 
son, who comes to Schick from 
General Electric Company, where 
he was advertising manager of the 
household appliances division. 


Will Allow $2.75 


Mr. Johnson revealed that the 
trade-in feature of the campaign 
provides for an allowance of $2.75 
for any kind of shaving equipment 
against the purchase of Schick’s 
new 1940 “Captain” shaver. The 
allowance covers safety, straight 
edge, and electric razors, regardless 
of condition or original price. Old 
Schick razors will command a $3.75 
allowance. 

First copy to herald the event, 
which will be proclaimed as 
“Schick’s National Old Razor Trade- 
In,” will break in large space in 
newspapers in 52 major markets. 
The advertisements will be of a 
merchandising nature, pointing to 
the “bargain” offer in a luxury item 
field. “Schick offers you $2.75 for 
your old razor to introduce you to 
the world’s fastest dry shaver—the 
new 1940 Schick ‘Captain,’ ” is typi- 
cal copy. “For a limited time only 
you get $2.75 for any razor—‘wet’ 
or ‘dry,’ safety, straight-edge or 
electric, as a ‘trade-in’ allowance on 
Schick’s amazing new hi-speed dry 


Roy Johnson 


Air World's Series 


New York, Aug. 24.—Mutual 
Broadcasting System, which scored 
a notable coup over its rival radio 
networks last week by signing Gil- 
lette Safety Razor Company for an 
exclusive broadcast of the World’s 
Series this fall, expects to have no 
trouble in fulfilling its guarantee 
to the sponsor by providing a hook- 
up of 150 stations. 

Mutual has already arranged for 
144 outlets to carry the annual 
baseball classic, and is confident of 
completing the lineup soon despite 
the attitude taken by National 
Broadcasting Company and Colum- 
bia Broadcasting System in refusing 
to grant their affiliated stations 
permission to carry the broadcasts. 

In answer to inquiries received 
by NBC and CBS from affiliated 
stations which were approached by 
Mutual about carrying the series, 
both networks replied that they 
cannot permit their stations to drop 
sponsored programs carried over 
NBC or CBS in favor of another 
commercial from another network. 

While upset by the attitude of the 
other networks, Mutual declares 
that it will be able to live up to 
its contract with Gillette. MBS 
gained the exclusive rights, includ- 
ing an option on the 1940 series, by 
succeeding in uncovering a sponsor. 

The series has been broadcast on 
a sustaining basis by all three net- 
works for the past two years, al- 
though Ford Motor Company paid 
$100,000 for the 1937 series but did 
not carry out its plan to sponsor 
the games. This fall will mark the 
first time that the series has ever 


: shaver.” With the “Captain” listing|been broadcast exclusively over 2 
cago. ee ee a ee at $12.50, the ordinary allowance | single chain. 
petal and ~ ie 6,136 brings the cost to the consumer 
In November. . .the 24th National Hotel Exposi Ci sic tee acct, 78 eons Se wee | 
mn eee e ationa e x 1- omes: schoo or deaf, bia bd 
P iecnees soheels Ser deel, Heads Sales Office 


tion of the Hotel Association of 
New York City and the New York 
State Hotel Association to be 


blind, asylums, etc. 
Jails, houses of correction, 

penal institutions 3,238 
Gov't. Ints'ns & CCC Camps 2,138 
Restaurants ooo AROS 


1,871 


Make Special Dealer Offer 


Following the initial impact of 


| 


Homer Hogan has been named 
vice-president of Valley Broadcast- 


the newspaper insertions, which|ing C Dallas, Te mer 
. . Building owner +4 ompany, allas, ex., own 
held in New York City. yeh | will total more than 11,000,000 im-|of Station XEAW, Raynosa, Mex- 
- Sater ceeeecins es | pressions, Schick will exploit its|ico. Mr. Hogan will be in charge 
a ° “ . Steamship lines and dining new model and trade-in the me | |of the national sales de partme nt 
In December. . .Practically every type of institu- pier systeme 108 ‘through the use of national maga-|@nd will be located in the Wrigley 
‘ ° ower and gas companies 284 | gn 1e use Of national Maga 
tion will be making up their appro- Outfitters, or jobbers, and izines. Collier’s, Esquire, Life and|>!d8., Chicago. 
eir salesmen . . 7 S 
priations and placing orders for Institutional departments The Saturday Evening Post will —_—_—_—_ 
1940 requirements. Also, INSTI- wn hold up this end of the campaign. Two Name Bennett, Snow 
TUTIONS Magazine will be con- institutions . 898 | Here, too, copy will be given a di- | 
Stanstasturere and thely 5] 1 The Bentley School of Account- 
ducting its annual survey of expen- salesmen and agents... 3,652 rect selling slant. 


ditures to be published in the Jan- 
uary, 1940 issue. 


. and since INSTITUTIONS Magazine will not only 
cover these events with interesting, authoritative edi- 
torial material but also reaches all the important buy- 
ing factors in the huge institutional field, it offers you 
an IDEAL opportunity to create a wide acceptance 
for your products during the remaining four months 


of 1939. 


Make your space reservation NOW and 


cash in on the increased product-interest during Sep- 


October, 


tember, 


November and December. 


i. i } 


Dietitians & eyenrenedett 779 
Misc. ‘ . ___487 


TOTAL $6,233 


Falay. 9 Published Monthly 


INCREASED CIRCULATION 


In consistently checking our circulation 
lists to keep them most valuable to our 
advertisers, we have been able to add 
slightly over 1,000 readers to our circu- 
lation. This increase will work to your 
advantage. 


Much attention will be paid to 


/encouraging dealers to participate | ihave 
Busi- | ther, 


enthusiastically in the drive. 


| 


ing & Finance and Prince Macaronm 
both of Boston, 
named Bennett, Snow & Wal- 
Boston, to direct their ac- 


Mfg. Company, 


|ness paper advertisements point out | counts. 


j 
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of almost every 


issue. 
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FACTORY Invites 0K AT ALL hy 
Industrial Advertisers To 


“Yes sir, we're ordering a ae for 
every rie guia ; 


a2 
Jiy 
oe y 
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TON—Executives ie bondeiile of America's leading 
are ordering extra copies of November FACTORY, “Quick Ways to Profit” 
in order to be sure that every key man has his own copy of this issue. Flom” a 
for conferences, meetings, and discussions have already been made. Just — | 
another plus-value every advertiser will receive from November sae at 
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EXTRA LONG LIFE—November FACTORY, in addition to stimulating imme. 
diate action, will be an issue that is referred to again and cout. : 
et’ a ae ee 4, 


You Can Write Your Own RESULT-TICKET 


We believe we have done everything possible to make November FACTORY 


| the “advertising buy” of the year. Your results will be limited only by how FACTO RY MANAG E MENT AN D MAINTE NANCE 


| Strong and convincing you make your advertising copy. A McGraw-Hill Publication —330 West 42nd Street, New York, New York 


Write, wire, or call our nearest representative for complete details ATLANTA — BOSTON — CHICAGO — CLEVELAND — DETROIT — LOS ANGELES — PHILADELPHIA — SAN FRANCISCO 
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Food Industry's 


Cooperation 
Called Sian Post 


Setting Style for All 
Merchandisers, Distribu- 
tors Told 


Chicago, Aug. 25.—The wave of 
cooperative campaigns recently 
launched in the food field has not 
only established a new record with- 
in that industry, but is highly sug- 
gestive from the viewpoint of 
others, Scott Faron, advertising 
manager, Glass Container Associa- 
tion of America, told the 12th an- 
nual convention of the National 
Food Distributors’ Association at 
the Sherman Hotel yesterday. 
Others on the initial program were 
Gerritt Vander Hooning, president, 
National Association of Retail Groc- 
ers; Sam Good, of Good Bros., dis- 
tributor of Washington and Phila- 
delphia, and Arthur W. Ramsdell, 
vice-president, Borden Company. 
Today’s session was to be devoted 
largely to frosted foods. 


Sati 


— 


, bed bold id Ah. 


The above window display is a very clever tie-up between point-of-sale 
advertising and a current outdoor 
a beach scene with a full color 


ground. 


|'Marketing Cooperative are 


The poster illustration, as shown below, 
cards and bottle tops. 
the supervision of Mr. 
Jacob Ruppert Brewery, 


“Merchandising, or planned sell- 
ing for profit, has finally won first 
place in the affections of the food 
industry,” said Mr. Faron. “The | 
trade is submerging its competitive 


differences to fight together against 
common problems. 


Value of Teamwork 


“The nation’s canners have done | 


a remarkable job of tackling their | 


problem of huge surplus packs. The 
accomplishments of the Canned Pea 
espe- 
cially noteworthy. Also worthy of | 
comment is the ‘Parade of Progress’ | 
campaign sponsored by the Associ- 
ated Grocery Manufacturers of 
America. Another major promotion | 
last March was the four-month | 
‘Profit Push’ on glass-packed foods | 
and beverages, backed by the Inde- | 
pendent Grocers’ Alliance, food | 
packers and the glass container in- 
dustry. This resulted in an in- 
crease of 46 per cent in the sale | 
of glass-packed merchandise.” 


Stresses Educational Work 


Mr. Vander Hooning emphasized 
the educational work being done by 
the retail grocery association 
through the National Grocers Insti- | 
tute, but said that food distributors 


should keep a stream of merchan- 
dising ideas moving to the retailer. 
As the dealer learns how to sell, cut 


a 
ae 
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24 sheet poster. 
reproduction of the 


J. P. Duffy, 


New York City. 


ntal 


my ITHOGRAPH CORP 


EVE LAN D. OHIO. 


|realized their responsibilities in this 
| direction, 


The display illustrates 


is also used on counter 
This sales promotion material was designed under 
Advertising Manager, 


THRILL OF A LIFETIME 


sunson 


OHnS 


ICE CREAM SHOPS & RESATAURANTS 


aa 


It must be a real thrill to Howard Johnson's kids to have their likenesses smiling 
down, about three times lifesize, from posters all over New England. Forbes 
thar wenpeny scenes the ne Cagney from a Kodachrome shot. 


. 
prices, the dite resource of the un- 
informed, will disappear almost 
automically, he asserted. 
Some distributors have 


wisely, but too well. Believe it or 
not, that little idea skyrocketed my 
sales on jam, crackers and peanut 
already | butter. 


How to Sell Tea 


“Less than a month ago, a retailer 
in Fargo, N. D., named Melting, 
made a single night’s study of tea, 
jand he writes that he sold more tea 
a slate, some crackers and jam. The |!" the next two weeks than in any 
doll held in her tiny hand a cracker | P’¢Vious twelve-month period. He 
well smeared with jam. More jam | aid it simply by giving his trade 
was smeared on her face, indicating | | authoritative information.” , 
that she had been indulging not. Mr. Ramsdell, Borden executive, 

said that his company’s business is 
aan fine, and is going to stay that way 
because the Borden Company is 
geared to change. 

“No business can succeed today 
" that isn’t anticipating change,” he 
; asserted. “Change is progress and 
you can’t stop progress. You have 
got to know not only what you are 
doing today, but what you are going 
to be doing tomorrow.” 

Mr. Good, the Eastern distributor, 
BB idiscussed protection of exclusive 


he said. 

“One recently brought me _ the 
idea of selling cream cheese out of 
a wash tub. Another came along | 
with the suggestion of using a doll, 


'4| Al stores, twice a week; Class A, B 
and C stores, once a week; Class D, 
3 )every two weeks. For semi-perish- 
Siliables, he recommended weekly 
siiservice for all except 


| e| | stores. 
21.2% Gain Shown 


for July Total 
of Rotogravure 


New York, Aug. 25. 
gravure linage totaled 653,918, Kim- 
berly-Clark Corporation reported 
today. This was a gain of 21.2 per 
cent over the 541,208 lines shown 
for this month in 1938. 

A 54.4 per cent gain in national 
linage was responsible for the in- 
creased total. National rotogravure 
totaled 412,575 lines for the month, 
as compared with 267,163 in 1938. 

Local rotogravure totaled 241,343, 
a decline of 11.9 per cent from the 
274.045 lines reported in July, 1938. 
Of the total, 
monotone and 75,423 in color. 


in the back- 


poster 


THE SI 1 ow 


ORATION 


fai franchises of major accounts. He 

' | said that the wholesaler should 

mf establish a minimum of two weeks’ 
AYe | service through use of definite | 
4 \ routes for salesmen. He laid down | 

 §\ this schedule for perishables: Class 


Class DD! 


July roto- | 


578,495 lines were in| 


ifek E ‘ond Cthets 
Plan Promotion of 
Safety Beam Lamp 


Cleveland, Aug. 25.—A new auto- 
| manele safety beam lamp, expected 
|to be one of the most sensationa) 
|developments in this field in recent 
years, will be extensively advertised 
both to the trade and to consumers 
this fall, according to plans released 
this week by General Electric Com- 
pany, its principal sponsor, and 
other cooperating organizations. 

The new lamp is a permanently 
sealed unit of reflector, light bulb 
and lens. It is easily replaced and 
is expected to give better, as well as 
safer light for after-dark motorists. 
|The system was developed by engi- 
neers at Nela Park in cooperation 
with the automotive industry and 
safety leaders. 


May Become Standard 


In addition to the G-E campaign, 
Westinghouse Electric & Mfg. Com- 
pany and various automobile head- 
lamp manufacturers will have their 
own story to tell to the public re- 
garding the lamp. It is expected 
that the lamp will be standard 
equipment upon a majority of cars 
in 1940. 

The G-E drive will start in auto- 
motive trade publications in Octo- 
ber. A consumer campaign will 
open in an October issue of The Sat- 
urday Evening Post with a color 
spread. Life, Time and several other 
large circulation magazines are to 
be used. 

Foster & Davies, Inc., is in charge 
of the consumer copy, while Batten, 
Barton, Durstine & Osborn handles 
the trade campaign. 


‘Survey Reveals City 
Dwellers Best Customers 

A survey made recently for the 
New York Times by Houser Associ- 
ates, New York, reveals that city 
housewives shop at New /York’s 
downtown department stores more 
than twice as often as suburban 
housewives. It was found that 63.1 
| per cent of 1,000 city housewives 
visit department stores at least once 
a month, while only 42.8 per cent of 
'the same number of suburban wo- 
men from the same class make the 
trip to town to shop once a month. 

The survey also revealed that 37.8 
per cent of the city women had 
visited downtown department stores 
within the past week, while only 
| 15.8 per cent of the suburban house- 
wives had done so. Of the city 
| women, 37.1 per cent made a pur- 
chase upon their last visit, while 
only 15.2 per cent of the suburban 
housewives had done so. 


Beardsley’s to Agency 


J. W. Beardsley’s Sons, Newark, 
| has appointed Neff-Rogow, New 
| York, to handle radio advertising 
| of its shredded codfish. Although 
the company is more than 50 years 
old, it has never before been on the 
air. It will sponsor Phil Cook and 
| the “Morning Almanac” on Station 
WABC, New York, three mornings 
la week. 


NENT TIME YOU TAKE 
THE SLEEPER PLANE 
vou ll see the “beacon lights 


SEE PAGE 26 
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The Ninth Annual 


erald [ribune Forum 


America’s Conference of Leaders 
Presenting Divergent Views on Current Problems 
October 24, 25, 26—in New York 


This announcement is in answer to requests from every- 
where for the 1939 Herald Tribune Forum dates. They are 
Tuesday, October 24, Wednesday, October 25, Thursday, 
October 26 — at the Waldorf-Astoria. 

This Forum on Current Problems, organized by a news- 
paper, addressed by leaders, attended by leaders, and overheard 
by a national public, is like no other event in this country. 
It is a program for America, and its influence is as far-flung 
as the delegates who attend it and the combined weight of 
the nation’s press and radio reporting it. 

To any thinking citizen it is of immediate interest to see 
— through the informed minds of today — the outlines of 
tomorrow. Whatever tomorrow's world may hold, America’s 


weight in it will be greater . . . her men and women of arts 
and letters, science and philosophy, education and govern- 
ment, labor and economics... all her leaders will, in a 


measure, be world leaders. 


Like the country’s Congress, the Forum's audience repre- 


Herald 


sents all America geographically, all its peoples and opinions. 
Like the Congress, too, its immediate audience is delegated 
to attend, note, and report to their organizations at home. 

No one hall could hold the Forum's potential audience. 
Attendance is necessarily by invitation. But for the hundreds 
of thousands who each year follow its proceedings closely, 
the Herald Tribune will report them in entirety in its Sun- 
day, October 29 edition, the nation’s press will cover many 
of the addresses, and a national radio audience will over- 
hear many of the discussions. 

This will be the Ninth Herald Tribune Forum on Current 
Problems — grown from a small deliberative group at the 
start of this decade to a national audience today. This will 
be a meeting of leaders of thought and leaders of action 
with leaders of community life—to think forward to the 
America of tomorrow. 


Friday, October 27, will be Herald Tribune Forum Day at the New York World's 
Fair —for the pleasure of Forum delegates coming from all parts of the country. 


24 HOURS of WORLD HISTORY 


This announcement appeared in full page size in the New York Herald Tribune, Chicago Tribune, Philadelphia Bulletin. Detroit Free Prec and Fdisne ons 1 Duhlicho- 
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NAB Establishes 
Promotion Bureau 
for the Medium 


New York, Aug. 23.—A project to 
assist independent stations to obtain 
additional business, through ex- 
panded efforts of the National Asso- 
ciation of Broadcasters’ Bureau of 
Advertising, was outlined this week 
by Neville Miller, president, at a 
meeting of the association’s execu- 
tive committee here. The Bureau 
was established following the NAB 
convention at Atlantic City 
month. 

The need for activity of this kind 
has been emphasized, Mr. Miller 
said, by the recent disclosure of the 
Federal Communications Commis- 
sion that more than 200 stations in 
the country operated at a loss last 
year. 

To Aid Local Business 

The Bureau hopes to serve the 
same purpose in the broadcasting 
business, the NAB head indicated, 
that the Bureau of Advertising of 
the American Newspaper Publish- 
ers Association and the Outdoor 
Advertising Bureau serve in their 
fields. The need for the Bureau 
was brought home sharply at a 
recent sectional meeting of gasoline 
dealers, where selling exhibits of 
the newspaper and outdoor media 
were presented, while radio’s story 
remained untold. 

The new plan for the Bureau’s 
work covers the preparation of 
exhibits for the use of stations in 
developing local business. Studies 
will include surveys and case his- 
tories. Part of the Bureau’s re- 
search will be devoted to producing 
convincing arguments to induce in- 
dustries which have hitherto shied 
away from radio to take time on 
the air. 

Discuss Copyright Plan 

The executive board, meeting 
with the copyright committee at one 
session of the conference, heard the 
outline of a plan for solving NAB’s 
controversy with the American So- 
ciety of Composers, Authors and 
Publishers over the payment of the 
5 per cent licensing tax. 

The crux of the idea, devtsed by 
Sydney Kaye, special counsel for 
NAB, is the development of new 
composing talent and the realign- 
ment of some ASCAP authors. It 
was pointed out in the report that 
only about 100 ASCAP numbers are 
hit tunes each year. Legal and 
other aspects of the plan remain to 
be worked out, and the final form 
will be presented at the 
NAB membership meeting in Chi- 
cago, Sept. 15. 


Fog at Sea But 
G-E Clock Plans 
Are Made Clear 


York, Aug. 23.- 
Electric Company 
gether with sales representatives 
from all over the country who 
handle G-E electric clocks, were lit- 
erally “at during the recent 
conference at which fall and winter 
promotion plans were disclosed. 

The meeting began in Boston, and 
included a visit to the 
Ashland, Mass. Next on 
gram was a boat trip to N 
for a 
advertising plans at the Maxon of- 
fices, General Electric agency. 

Plans were upset when the boat 
was fogbound for part of a day, but 
the ship finally landed without mis- 
hap. At the Boston meeting, John 
P. Rainbault, manager, and C. W. 
Thorson, sales manager in charge of 
clocks, unveiled the most complete 
line ever introduced by the 
pany at one time, including 19 
model 

Fall promotion 
closed by E 
ing 


New -General 


executives, to- 


sea” 
ot « 


the pro- 
ew York 


com- 


plans were dis- 
A. Macauley, advertis- 


supervisor He declared that 


eight insertion in the magazine 
campaign breaking in late Septem- 
ber for the full line of G-E appli- 
ances will feature clocks. Six mag- 
azines are on the list. The clock 


story alone will be told in fall is- 
sues of several business papers. A 
wide array of dealer helps is 


planned 


also 


last | 


coming | 


factory at | 


presentation of the national | 


Wisconsin Gas Stations 
Must Post Net Prices 

The Wisconsin legislature has ap- 
proved a bill requiring that filling 
stations post the net selling price 
of gasoline and that all 
posted shall remain in effect for 24 
hours after they are posted. 

Compliance with the law, Law- 
rence C. Whittet, supervisor of the 
state inspection bureau, has an- 
nounced, means that motor fuels 
can be sold only at the posted 
prices and that the giving of dis- 
|counts, rebates, premiums or free 
goods constitutes a violation of ine 
law. 


Larson Joins Agency 

A. F. Larson has joined 
ciated Advertising Agency, Los An- 
geles, as account executive. 


Asso- | 


Utilities Can Aid 
Sign Builders, 
NSA Conclave Told 


Chicago, Aug. 23.—Utility 


prices | 


com- 


panies engaged in the sale of elec- 
tric power can and should offer 
effective promotional assistance to 


the sign industry, members of the 
National Sign Association were told 
at their convention here today. 


The speaker was J. W. Hicks, 
publicity director of the Public 
Utility Engineering and _ Service 


Corporation. Mr. Hicks painted a 
bright picture of the future for the 
sign men, emphasizing that in- 
/creased leisure time afforded con- 
sumers more opportunity for night- 


‘time activity and consequent in- | dustry of mutual benefit, according 


creased circulation for signs. ito Mr. Hicks, are the Duquesne 
He told the association that,|) Light Company, Pittsburgh, and 
while many utility companies had| the West Penn Power Company. 
yet to realize the full profit which Other sessions of the convention 
may accrue to them through stimu- | Were devoted largely to technical 
lating the sale and use of signs, problems of sign construction and 


there are several who have effec- | installation. 
tively promoted use of this me-| "eee aiid 
dium. Clement with WLNH 

One of these—the Philadelphia; Earl Clement, for the past nine 
Electric Company—uses a direct| years on the announcing staff of 
mail booklet with color photo-|WTAG, Worcester, Mass., has been 


graphs showing uses made by ad-| named manager of WLNH, Laconia, 
vertisers of illuminated signs. This | N. H. 

company also cooperates with sign 
manufacturers in sending advertis-| Herbert Young Named 

ing material and letters to a se- Herbert E. Young has been ap- 
lected list of prospects. Other) pointed national sales manager of 
Pennsylvania utilities who have| United States Record Corporation, 


‘found cooperation with the sign in-| New York. 


23,777,600 (+ listen 


(we meon U. S. Radio Fomilies) 
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ADVERTISING AGE 


NBC Waives 
Recording Ban 
for Canada Dry 


New York, Aug. 23.—Its long 
proscription of network employment 
of recordings has been broken by 
National Broadcasting Company for 
“Information Please,” lively Tues- 
day evening program of Canada 
Dry Ginger Ale, Inc. Because the 
program would reach the Pacific 
Coast at 4:30, standard time, NBC 
has consented to waive its rule. 

“Information Please” will be rec- 
orded by Station KECA, Los An- 
geles, and rebroadcast over seven 
NBC Blue network stations at 8:30, 


when the gentlemen who are re- 
garded as the most lavish consum- 
ers of ginger ale have returned 
from toil or their swing around 
the links. 


An Impromptu Show 


NBC explained that its long- 
standing rule was broken in this 
case because “Information Please” 
is an impromptu show and there- 
fore cannot be rebroadcast with its 
original personnel. There is lit- 
tle likelihood, however, that such a 
special dispensation will permit the 
rebroadcasting of other Eastern 
shows by recording for the Pacfic 
Coast audience. 

Clifton Fadiman’s value as mas- 
ter of ceremonies on the Canada 
Dry program was vividly demon- 


strated last week when he missed 
the show because of illness. Clar- 
ence Kelland, the author, substi- 
tuted, but the sizzling pace hitherto 
maintained slacked perceptibly. The 
experts also appeared to miss the 
sophisticated literary editor of The 
New Yorker, muffing no less than 
five of the queries, and thus los- 
ing $50 for the sponsor. J. M. 
Mathes, Inc., handles the Canada 
Dry account. 


NBC Adds WING 


Station WING, Dayton, O., will 


Earle Freeman 
Promoted by Kellogg 


Earle J. Freeman has been ap- 
pointed vice-president in charge of 
domestic sales by the board of di- 
rectors of the Kellogg Company. 

Mr. Freeman, who was for many 
years in charge of advertising, was 
recently elected to the board. 


Parker Leaves B-S-H 


P. G. Parker has resigned as vice- 
| president of Blackett-Sample-Hum- 
mert, Inc., Chicago, effective at 
once. Prior to joining the agency 


join the National Broadcasting|two years ago, Mr. Parker was 
Company on Sept. 10 as a supple-|assistant to Niles Trammell, at that 
mentary outlet, bringing the total|time Western manager of the Na- 
number of NBC affiliates to 172.| tional Broadcasting Company. Mr. 
The network rate for the station is| Parker will announce his future 


$140 per evening hour. 


plans shortly. 


egularly to CBS 


the largest network audience in the world * 


---it’s 2%...10%... maybe 20% larger than any 
other network’s. We don’t quite know — because 
it was measured before a striking and decisive 
shift in the balance of network power. 


In 1937 and 1938, CBS put through a research sieve 
72.7% of all urban U.S. radio families—and 100% of 
all rural U.S. radio families. 


It took six times as many nationwide personal inter- 
views as Fortune or Dr. Gallup ordinarily use — with 
calls carefully distributed by incomes, in every 
geographic area. 

The research workers proved what advertisers 
already knew. No great “promotional” margin of 
leadership for any network, but a neat and steady 2% 
lead for CBS over the second best network —in 1938! 
Here are the figures: 


REGULAR EVENING NETWORK AUDIENCES 
Radio Families CBS Network 2nd Network 3rd Network 


U.S. Urban 15,117,500 14,865,600 10,464,000 
U. S. Rural 8,660,100 8,361,700 6,961,100 
Total 23,777,600 23,227,300 17,425,100 


But that was yesterday! People in radio know what's 
happened in the last 12 months—and what's happening 
still—to change the balance of “network” coverage, for 
anybody’s money! In other words, these studies were 
made before the FCC re-established a maximum of 
50,000 watts (instead of 500,000) for any station in 
the U.S. And—they were made before CBS added SIX 
new 50,000 watt stations to the Columbia Network for 
Fall °39 advertisers. 


This striking shift in the balance of power makes yester- 
day’s lead of 2% for CBS just a flurry of snow before a 
snow slide! Because an avalanche of change in network 
power, network listening and network prestige has fol- 
lowed on its heels! No wonder we're a little vague, today, 
on exactly how much larger Columbia’s audience is 
than any other network’s. Maybe it’s 10%...even 20%! 
We don’t know. But this you can be sure of : 


CBS delivers more actual listeners for the adver- 
tiser’s dollar than any other network. It did so 
last year. It does so this year. It will do so by still 
bigger odds through 1939 and 1940! 


Proof of this comes from the people most concerned 
with complete network coverage —America’s largest 
advertisers —whose own exhaustive research checks and 
double checks every radio dollar they spend: 


7 Each year, for SIX years without a break, more 
of the country’s largest advertisers have used 
CBS than any other network! 


It’s safe to put your money, with theirs, on the fact the 
world’s largest network regularly delivers more families 
than any other! 


ke Mosi of you who read this advertisement will know 
why it was written. To those who do not, may we 
apologize for the “faintly competitive” note it strikes — 
just to keep the record straight. 


COLUMBIA BROADCASTING SYSTEM 


Adopts Typography 
of Gay 90's for 
Jubilee Packages 


(Picture on Page 31) 

New York, Aug. 23.—Looking 
ahead to its golden jubilee next 
year, Daggett & Ramsdell revealed 
today that several items in its line 
have been repackaged to reflect the 
spirit of the “gay nineties.” New 
fall kits and Christmas packages 
have been similarly changed, and 
the entire line will eventually ap- 
pear in its new design. 

Four items in the regular line, 
cleansing cream, face powder, pine 
bath oil and cologne, are the prod- 
ucts boasting the new containers 
which will be offered to the public 
Oct. 1. The repackaging was done 
by Everett W. King, New York de- 
signer, in association with McCann- 
Erickson, the Daggett & Ramsdell 
agency. 

Typical of the new style is the 
jar for cleansing cream, which fea- 
tures an embossed baroque design 
on either side of a quaintly bord- 
ered label. The metal cap is also 
embossed and pictures an 1890 girl 
with the caption, “Daggett and 
Ramsdell, Perfect since 1890.” 

Carrying its old fashioned theme 
a step further, the company has de- 
veloped a new counter display 
made in the form of an _ 1890 
dresser, the base, sides and back of 
which are mahogany, with glass 
used for the top and front. Mahog- 
any handles attached to the dresser 
help create the illusion that one is 
looking through wooden drawers 
and seeing the merchandise itself. 


Indiana Canines 
Get Free Samples 
of Rival Dog Food 


Terre Haute, Ind., Aug. 24.—Dogs 
and cats of this city were guests 
of Rival Packing Company this 
week as that Chicago concern be- 
gan a sampling campaign among 
owners of such pets. While the 
Rival crew started out on a house- 
to-house mission, judicious ques- 
tions as to the identity of dog and 
cat owners in each neighborhood 
helped them to speed up their 
work. 

Each owner of a dog or cat was 
given a 3% ounce tin of the ap- 
propriate food, with a folder in- 
structing him on the raising and 
care of the animals. Each copy of 
“Rival Dog Food News,” as the 
pamphlet was called, made a spe- 
cial offer of an identification tag, 
made of brass, with the owner’s 
name and address stamped into the 
metal, for one label from a full 
size can. The token of purchase is 
mailed direct to the company. 


“Vision” Names Fisher 
To Head Advertising 


Jerome B. Fisher, formerly with 
Newspaper Groups, Inc., New York, 
has been appointed by Publication 
Corporation, New York, to head the 
advertising department of Vision, 
new Sunday magazine. During the 
past year, Mr. Fisher has been en- 
gaged in the circulation develop- 
ment program of Vision. 

The first issue, to be printed tab- 
loid size in rotogravure and color- 
gravure, will be published Jan. 21, 
1940. It will be offered by about 
50 publishers of Sunday news- 
papers. Offices have been estab- 
lished in New York, Chicago and 
San Francisco. 


To Bakers Bureau 


Murray Bracker, formerly with 
Paramount Pictures, Inc., New 
York, has joined Bakers Research 
Bureau, New York, as director of 
sales for their campaign featuring 
the Dionne quintuplets. The Bur- 
eau, a division of Bud Fox Enter- 
prises, Inc., New York, will license 
independent bakers to use the spe- 
cial formula employed in the mak- 
ing of bread for the Dionne chil- 
dren. 


Joins Chicago Agency 
Merrell A. Wood, formerly with 
Merrell A. Wood Company, Youngs- 
town, O., has joined Gale & Pietsch, 
Chicago, as merchandising director. 
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August 28, 1939 


Wire N ot Plene 


| Illinois, Michigan and Minnesota. 
Radio Wire & Television Corpora- | 


tion was organized last month to | 

for Expanded take over the holdings of Wire | 
. | Broadcasting, Inc., and Wholesale | 
Operations _Radio, Inc. John E. Otterson, for- 


mer president of Paramount Film | 
|Corporation, and Electrical Re- 
search Products, Inc., is the head of | 
| the company. 


New York, Aug. 22.—Plans for 
expansion of the distribution of | 
“wired entertainment” throughout 
the United States advanced a step! 
further last week when Radio Wire | 
& Television Corporation announced Sloman Promoted 
the formation of a new subsidiary, Mark J. Sloman, formerly adver- 


Wire Broadcasting, Inc., to operate | tising manager, has been appointed | New Bread} Bows 


in the Ohio area. Vice-president ands secretary of | 

The new unit will provide enter- | Men’s Apparel Reporter, New York, | 

tainment by leased wire to hotels | Ucceeding Bert Bacharach who has 
< : . ° 

: : .... | resigned. Mr. Bacharach, who was 

and large apartment houses. Simi- | ajco co-publisher and editor, had 

lar units are already reported es- been with the business paper for 


tablished in Pennsylvania, Indiana, | five vears. 


In the Salt Lake M 


@ Thousands of men are going back to work in mines, 
mills and smelters as a result of the higher price for silver. 
(The reopening of the Murray smelter is just one example.) 
It means tens of thousands of additional dollars going into 
And THAT'S the kind of invi- 
tation every manufacturer and merchant likes to receivel 
But an invitation isn't much good UNLESS YOU GO TO 
THE PARTY! 


pay envelopes each week. 


You can go to THIS party in a big way—at small cost— 


by using the ONE metropolitan newspaper substantially 
It's The Salt 


serving the four-state Salt Lake Market Area. 


/ ONE 
UNIFIED 
“BIG CITY" 
MARKET 


Se fe 


| of 28 retail druggists, has been using 


| the Pritchard and Thompson Ad- |¢ : . f , 
| vertising Agency. fame in this country, is proving 


Deuselete Get Results 


As a result of a 30 per cent in- Advertising Paves 


crease in sales, the Staten Island 
Pharmaceutical Association has de- 


* 
side continue inaettely e =| Way for Sunkist 


|month. The association, composed 


e . 
a half page weekly in the Staten F q d 
Island Advance, supplemented by in oreign an S 
poster and window displays. The | 
number of products advertised has 
been increased from eight to ten. 


War Scares Fail to Halt 
Exchange Shipments 


Bacher Bros. bakery, New Or- 
leans, is introducing Bacher’s “F. 


Abroad 
E.” (Family Energy) bread in the| [Los Angeles, Aug. 24—The mar- 
New Orleans territory through a| 


|keting strategy which has won the 
-wspaper campaign prepared by | ; : : 
Seen oe y California Fruit Growers Exchange 


Market Area 


Ne a 


Lake Tribune-Telegram, which has one of the lowest milline 
rates in the entire publishing field, and is one of the four 
leading American newspapers in percent of statewide 


home coverage. 


That's why sales-seeking advertisers more and more are 
putting The Salt Lake Tribune-Telegram on their "A" 


schedules. 


P.S. Mining and smelting comprise just one of the diver- 
sified resources that yield an average yearly new wealth 


production of $637,345,243 in the Salt Lake Market Area. 


WITH 


184624 


PEOPLE 


The Salt Lake Tribune Salt Lake Telegram 


MORNING AND SUNDAY 


“wy National Representatives: 
REYNOLDS-FITZGERALD, INC 


EVENING ONLY 


Color Representatives: Ww 
Member, ASSOCIATED WEEKLY 


equally effective in other lands, re- 
ports from the Exchange indicated 
today. 

War or no war, these consumers 
have continued to exhibit a liking 
for the California-produced fruits. 
Sunkist shipments of oranges, 
lemons and grapefruit to trans-Pa- 
cific and European ports totaled 
1,696,268 boxes in the first seven 
months of the year, it was reported 
today. The largest foreign consumer 
of California citrus products is the 
United Kingdom. 

Russell Z. Eller, Sunkist adver- 
tising manager, emphasizing the 
necessity of foreign advertising to 
promote such sales, said that sales 
techniques abroad had been 
adapted to each specific country. 

In Great Britain, the marketing 
technique has been similar to that 
utilized in the United States. Media 
include national newspapers, out- 
door advertising on “hoardings” o; 
posters in the provinces, transpor- 
tation advertising in larger cities 
and dealer service work. 


Orange Juice a Novelty 


Other press copy is used in pro- 
motion of sales on the continent, in 
Norway, Sweden and _ Finland 
Recipes for orange foods are in- 
serted in illustrated copy featuring 
the brand name and the health 
theme is stressed. Orange juice, as 
yet something of a novelty in Eu- 
rope, has also been extensively ad- 
vertised this season. 

Radio was used in Manila for 
trans-Pacific promotion of the Sun- 
kist fruits. Two stations broadcast 
the programs, with one carrying a 
“live talent” show in Tagalog, the 
native dialect. Institutional and 
dealer advertising is also used in 
local magazines and newspapers, 
respectively. 

Trade work received major em- 
phasis in Honolulu and Hongkong. 
Here, dealers are encouraged to 
give more space to displays of 
oranges and other Sunkist fruits. 
The success of this technique was 
exemplified in a report from the 
Chun Hoon market, Honolulu, 
which placed its fruit and vegetable 
department up in front in a new 
store and sold 550 boxes of Sunkist 
oranges and grapefruit in a four- 
day sale. Incidentally, this one out- 
let accounted for 125 carloads of 
Sunkist fruit in 1938. 

Sales promotion for Sunkist in 
the Philippines and Hawaii is con- 


ducted by resident managers em- 
ployed directly by the Exchange. 
‘Lord & Thomas is the agency. 


‘Weekly Reduces Price 


| New York—Where to Go has re- 
duced its price from ten cents to 
five cents beginning with the Sept. 
'9 issue. The weekly presents a 
‘calendar of entertainment in the 
|city, and photographs and articles 
devoted to the entertainment arts. 


For Cotton Council 


Ernest B. Stewart, director of 
publicity for the Mississippi Adver- 
tising Commission, has been ap- 
pointed publicity director for the 
| National Cotton Council with head- 
quarters in Memphis. 


OPPORTUNITY 


FOR 6 ADVERTISERS! 


Why not let the money you 
spend for advertising also earn 
you a share of the profits in 
an entirely new and different 
type of advertising agency? 
Big League advertising skil! 
will be personally applied te 
your sales problems, by men 
demonstrating superior cre- 
ative ability with sound judge- 
ment. Thismeans better adver- 
tisements than you now run, 
—plus a share of our profits 
Strict confidence guaranteed: 


BOX 1862, ADVERTISING AG! 
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) IN ROTOGRAVURE you have an- 

other example of power made 
=2 flexible that is just as unique, just 
as dramatic as any which modern ship building 
can provide. 


From the standpoint of size, rotogravure's displacement 
provides coverage of more than 16 million families. From 
the standpoint of power, rotogravure’s efficiency gives you 
80% readership for inside advertising pages, according to 
the Gallup Research Bureau surveys made for Kimberly- 
Clark. From the standpoint of flexibility, rotogravure enables 
you to buy equally exhaustive, equally merchandisable 
coverage of the entire nation, or of any individual zone, 
area, or city which you may select. 


With these facts in mind, it is easy to see why advertisers 
are getting results from rotogravure space, which not only 


Tremendous Power 


made Flexible... 


woe ThAGS Rotograwre! 


@ Look over Lloyd's Registry and you will find this outstanding 
example of might made flexible: A ship powerful enough to drive 
80,000 tons of bulk across the Atlantic in less than 4 days, yet con- 
trolable enough to be snaked up the torturous East River Channel and 
berthed without the aid of tugs. 


Sketch of Cunard Liner Queen Mary control room 


warrant such success stories as the one published on the 
next page, but warrant also so great an increase in lineage 
that at the time this ad was prepared, national advertisers 
were using 50% more space in rotogravure than they used 
a year ago. 

For details on the cost of using rotogravure and facts 
concerning the Gallup Research Bureau's evaluation of 
it, call on Kimberly-Clark. Because in addition to manu- 
facturing Rotoplate, Kleerfect, and Hyfect—three of the 
most widely accepted rotogravure printing papers—the 
Kimberly-Clark Corporation maintains a bureau of statis- 
tical information and a trained technical staff for pub- 
lishers, printers or advertisers faced with any problem 
arising over the use, preparation or printing of rotogravure 
copy. Please address your request to Kimberly-Clark Cor- 
poration, 8 S. Michigan Avenue, Chicago, Illinois, Adver- 
tising Department. 
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MURINE picks Rotogravure 
on the basis of 


Coupon Response 
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w F HIN nest Manage" 
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7HOS 8 eet Secretary 
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GEORGE P BRAUN gent rma cretar — sty fut 
vice- re ‘ . 

| EYE-STRAIN* 


IS SO 
OLD-FASHIONED!’ 


HMO 


‘ 
mM“ FATR Cc asurer 


president Tre 


GE W 


_— % c 
a 
“BOY, | FEEL TERRIBLE! Been using 


my eyes steadily all day. No wonder 
they burn so!" 


April A, 1939 
tion, “BUT JACK — cye-strain's* so old- 

jy-Clark Corpora fashioned! Let me show you a quick 
Kimberly Avenue, way to get rid of it— 
g South Michigan 
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the ba f our advertising is key inser 


' of 
practi available, 
hich is “JUST TWO DROPS of Murine in the 
g. W : corners of your eves—thevy re washed 
reproduct 10n. clean. And don't they feel better?" 


avure 
agen of thorough 


found 


interest in 


ee a 
pility and @ ote natur 


that we have 


er 
The tremendous aga’ 
‘ven us hig 
has give 
sections 


} t a very 
dership ‘ 
 seeind to make the P 


isin 
rotogravure advert 


g, to be. “BETTER? They feel simply swell! 
How can Murine work so fast and 
yours, so thoroughly?" 


WELL, JACK, it's this way — Murine 
contains seven helpful ingredients that 
cleanse and soothe eyes far more effec- 
tively than the one ingredient of boric 
acid solutions. Murine is pare, safe, 
proved—the modern way torc/iere tired, 
uncomfortable eves after the movies, 
close work, driving, late hours, etc. 
Your druggist recommends Murine. 


SEND FOR TRIAL SIZE—Mail 10c 
(stamps or coin) with your name and 
address and we will send you a gen- 
erous size trial bottle of Murine. Ad- 
dress The Murine Co., Dept. AN-319, 
Chicago, Illinois. 

*Eye strain duc to dust, light glare, close work 
movies, reading, late hours, etc. Murine will 
not correct eye deficiencies. For treatment of 
organic eye disorders, see a competent profes 
sional at once 
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6&W Displays 
May Be Used 
for Any Brand 


Detroit, Aug. 24.—A window and 
counter display which the retailer 
can use in connection with any 
whiskies in stock is Gooderham & 
Worts’ contribution to the good of 
the industry. While G&W is, to use 
its own words, “prepared to dis- 
cover that not in every case will the 
finger be pointing to one of its 
products,” it believes that the per- 
centage will be high. 

The distilling company has taken 
the three little men who appear in 
a strip at the top of its newspaper 
copy and blown them up on card- 
board to 3l-inch size. The little 
men have adjustable arms and legs, 
and each has a detachable balloon 
fastened to his mouth in which the 
retailer may insert conversational 
copy. G&W suggests the following: 
No. 1 man, “We want to win your 
favor.” No. 2, “So come and see 
us, neighbor.” No. 3, “We've got 
the brand you favor.” The back- 
ground for this sales talk is to be a 
window full of whisky bottles, 
preferably holding G&W’s brand, 
Five Star. However, no advertising 
or name of any kind appears on the 
window display, the dealer thus be- 
ing encouraged to use his own judg- 
ment. 


On Counters Too 


Eleven-inch adaptations of the 
little men have been prepared for 
counter and shelf divider use. One 
of the small counter figures has a 
giant hand extended in the direc- 
tion of a whisky brand, the blurb 
carrying the declaration, ‘“That’s 
good whisky.” 

Gooderham & Wort embarked on 
big-scale production of these types 


Under the same 
Management as 


The Drake 


cwicaco 


The Blackstone 


CHICAGO 


The Evanshire 


EVANSTON, ILL 


The Town house 


LOS ANGELES 
A. S. Kirkeby 
Managing Director 


The Gotham 


.|the Evansville, 


| Corporation, Detroit. 


DEALERS GET A BREAK 


English Store _ 
Tells the Worst 
About Its Stock 


London, Aug. 11.—A unique ex- 
ample of “Truth in Advertising” 
was employed by a firm of women’s 
and men’s outfitters in Winchester 
in an advertisement of its summer 
sale. 


“This is a clearance sale in every 
sense of the word,” said the intro- 
ductory paragraph. “We must get 


|for our new autumn arrivals. Many 
of the items below (too many, in 
fact) represent a genuine loss to us, 
but why should we keep them in- 


These new display pieces supplied retailers by Gooderham & Worts carry no 
identifying marks, and may be used in any manner the dealer desires. 


of displays only after thorough pre- 
testing which disclosed a doubling 
of sales through their employment. 
Even where the displays were oc- 
casionally used with other brands, 
the company found preferment be- 
ing accorded their lines in other 
directions. Colors of the displays 
have been restricted to black and 
white, found to have high atten- 
tion value for the semi-comic fig- 
ures. 
in production. 


Wood Desk Guild 
Plans Expanded 


Promotion Effort 


Evansville, Ind., Aug. 24.—With 
success of its initial drive appar- 
ently assured, the Wood Desk Guild, 
composed of six Indiana manufac- 
turers, this week laid plans for ex- 
panding the membership of the or- 
ganization as well as the promotion 
activities. 

The campaign was launched in 
March in American Business, with 
Hoosier, Imperial, 
Indiana and Jasper Desk Compa- 
nies and the Jasper Office Furni- 
ture Company teaming up under 
the Guild signature to impress busi- 
ness men with the value and im- 
portance of dressing up their offices, 
and 
that 
desks. 

Future plans of the Guild include 
the use of additional publications, 
distribution of window displays, di- 
rect mail helps and other sales ma- 
terial to office furniture dealers. 
Reprints of the current series are 
now sent to members. The Guild 
emblem, an oval design showing 
an office desk against an outline of 
a tree, with the words, “Naturally 
—WOOD!” appears in both the 
Guild advertising and that of in- 
dividual members. 

The group’s advertising commit- 
tee includes Robert C. Hamilton, 
Evansville Desk Company; James A. 
Wallace, Jasper Furniture Com- 
pany, and Allen Joseph, Jasper 
Desk Company. Keller-Crescent 
Company, Evansville, is handling 
the advertising. 


their new desks are wood 


Plan Premium Exposition 


The Atlantic Coast Premium Ex- 
position will be held Oct. 
the Hotel Astor, 
exposition is sponsored by the Pre- 


mium Advertising Association of | 
America as an opportunity for 
manufacturers to contact present 


and prospective premium users 
and buyers. Round table sessions 
devoted to all phases of the subject 
will be held. 


Nash Advances Two 


Ray Fussell has been appointed 
merchandising manager of the 
Nash Division of Nash-Kelvinator 
M. M. Rob- 
erts, who has been in charge of re- 
tail merchandising, has been placed 
in charge of retail salesmen’s train- 
ing 


Names McCann-Erickson 
S. A. Commercial e Commissaria, 
Sao Paulo, Brazil, has appointed 


ithe local office of McCann-Erickson 


to handle the promotion in Brazil 
of Pyotyl dental cream and liquid 
Newspapers, radio and outdoor ad- 


|advertising will be used 


The screen process was used | 


incidentally of making sure) 


2-6 at) 
New York. The| 


definitely lying on our shelves? 
They will never increase in value 
and the antique business doesn’t 
appeal to us, so out they go.” 


~ . ‘i | Following are further extracts 
Free Milk Enlists ‘2m the copy: 
| “Ladies’ skirts: Some of these 


|we couldn’t even get rid of in our 
jlast sale. Ladies’ blouses: Some a 
little shopsoiled, some returned ap- 
proval after a customer’s week-end 
outing and some we never have 
i been able to sell. 120 frocks: Some 
of these we found tucked away in 
the cupboard where we keep the 
vacuum cleaner. 

“Afternoon frocks (silk): If the 
weather had been good we would 
have sold these—but as it is we've 
come unstuck. 29 ladies’ coats: We 
don’t pretend they’re this year’s 


Consumer Aid in 


Bowman Research 


Chicago, Aug. 23. — Bowman 
Dairy Company is currently en- 
gaged in a research project, new 
for this company and perhaps for 
the entire industry, to discover po- 
| tential copy themes for future use. 
| Consumer tests are being made 
| to discover actual efficacy of the 
| 
| 
| 


“vitality boost” in milk. This 
“vitality boost,” it is explained, is 
nothing more than he good sized | coats—you'd probably know better 
glass of milk, either hot o1 cold, | anyway. 29 ladies’ coats: If you 
want a coat that is smart but not 
quite the ‘dernier cri,’ here’s your 


taken just before retiring. 

Local newspaper advertisements 
inaugurated the project in inviting “pe 
consumers to apply for participa- | Chance. 49 ladies’ coats: We are 
tion in a city-wide test. Those ac- |!0nd of these coats, but if we keep 
cepted by Bowman (copy ex- |them any longer people will think 
plained that not all applicants | V® are making pets of them. 
would be selected) are receiving a 
pint of milk daily for 30 days with- 
out charge. In return, they are to 
relate effects of the “boost” to the 


Faults Are Recited 


“Hats: Some of these are terri- 
bly simple, others are simply terri- 


company. ble. 50 hats: All odd colors—and 
Some 400 such tests are now in|that isn’t all that’s odd about them. 
progress, a company spokesman; “200 jumpers! We'll be lucky if 


said, with this group comprising an 
“average” selection of adult milk 
drinkers. Results are to be tabu- 
lated within a few weeks. a 

J. Walter Thompson Company is oa tit” 


we see any money back on some of 
these. 


“Corsets: These will improve 


rid of our old stock to make room | 


your figures—and our figures, too— 
if we get rid of them. 

“Ladies’ silk  dressing-gowns: 
Your husband won’t know if they 
are last year’s. 

“Handbags: Some of these nicely 
finished—others just finished. 

“Shoes: Some of these we’ve had 
so long we know them by name 
and feed them on bird seed. 

“Children’s and maids’ tailored 
coats: We thought these were really 
first class—but we don’t seem to be 
able to persuade others to think 


so. Girls’ frocks: We’re a bit de- 
spondent about these. School 
blouses: These are exceptionally 


well made and fleecy-lined, but as 
most people prefer cotton ones we 
can’t get rid of them. 

“Girls’ straw hats: Some of these 
are faded from being in the win- 
dows. School panamas: Why 
should we keep them till next win- 
ter? They won’t stand the snow. 

“Flannelette blanket sheets: These 
are a little grubby from lying on 
our shelves too long. Furnishing 
fabrics: We cannot recommend 
some of these patterns, but some- 
body must have liked them. 

‘“‘Men’s_ shirts: Left over from 
Christmas. Some of these patterns 
are really appalling.” 


Haverty Names Morris 


Allen Morris, formerly advertis- 
ing manager for several of the com- 
pany’s retail stores, has been ap- 
pointed advertising manager for 
Haverty Furniture Companies, At- 
lanta. He succeeds Marvin P. Can- 
non, who has been named manager 
of the company’s branch in Green- 
ville, S. C. 


Haire Adds Lee Klemmer 


Lee Klemmer, for the past 15 
years general manager of Plumbing 
and Heating Journal, New York, 
has joined Haire Publishing Com- 
pany, New York, as assistant to 
the publisher of Luggage and 
Leather Goods. 


Account to Wald 


S. Wald Advertising, New York, 
has been named to handle the ad- 
vertising of Star Test pocket pliers 
for testing fuses. Mail order pub- 
lications will be used. 


the Bowman agency. 


FTC Hits Seller 
‘of Marlin Blades 


| The Federal Trade Commission 
|last week filed a complaint against 
\the Marlin Firearms Company, New 
;Haven, Conn., on the ground that 
| this company falsely represented it- 
|self as the manufacturer of Marlin 
|razor blades. 

| The complaint alleges that the 
|}company does not manufacture ra- 
| zor blades, and that the blades sold 
under its trademark and _ repre- 
sented as Marlin blades are manu- 
factured by another company, 


Don't Pass 


| 


lf You Want a Share of the Southwest's Bumper Wheat Harvest 


5th Market! 


Up Texas’ 


whose output in part is purchased Fos |e 4 

‘by Marlin. . mn cere - 

; J = : 
‘Brodie to Rous & Mann = 


| Bacon Brodie, formerly Toronto ‘a 4 
|branch manager of Charters Pub-| ie Nt 
jlishing Company, has joined Rous | ae 

& Mann, Ltd., Toronto, 
|manager of the printing and de-| . \ 
signing firm. Mr. Brodie is Cana- 
|dian vice-president of the Direct 
|Mail Advertising Association and | 
past president of the Advertising & | 
Sales Club of Toronto. 


Two Appoint Hill u 


Grov-Lock Corporation, Greens- | 
burg, Pa., and National Policy Divi- 
sion of Federal Life & Casualty 
| Company, 


Pittsburgh, have ap- ° ° ° 
/pointed The Albert P. Hill Com- Amarillo is the key city 
|pany, Pittsburgh, as advertising | 
| counsel. 


Jones Has New Post 


Lyle W. Jones has joined the 
Committee on Public Relations and | 
Packer-Retailer Cooperation of Na- 
tional Sausage Casing Dealers As- 
sociation, New York. He was for- 
merly with the Institute of Amer- | 
ican Meat Packers. 


New Post for McLean 

Irwin W. McLean has been ap- 
pointed managing director of The} 
Institute of Bank Stationers, New 
York. He was formerly manager of 
the statistical department of the 


daily, the 


New York Chicago Dallas 


a 
as sales | ~~ 


Area ... a rich, all-year around market of 62,000 
square miles which can be penetrated, effectively, 
with this newspaper . . . the territory's big regior.al 


AMARILLO NEWS AND GLOBE 


MORNING — EVENING — SUNDAY 
TEXAS DAILY PRESS LEAGUE, National Representatives 


St. Lowis 


of the Texas High Plains 


Denver San Francisco Los Angeles 


Tissue Association. 
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10 ADVERTISING AGE August 28, 
~ ——— 2 —————————EEEES — es ; -- = — 
° “ ” ’ ‘ ment, P. L. Jackson, publisher of | PICTURE OF NEWSPAPER LINAGE 
ry —— lc — oe News-Telegram of the Journal, said that the suspen- | 
\ national “one-cent sale,” of- . sion was the result of a situation | 
fering two regular 75-cent bottles Portland Prints “that is nationwide and not merely 8 GAIN AND LOSS PERCENTAGES - 52 CITIES 3] 
of antiseptic hair tonic for 76 cents, local.” - aoe 
il stz hi : is sos , DULY 1939 - 1938 BS 
Sales y Mad el gid hoses Its Last Edition “All over the country,” he re SL ASS IFICATION -30 -20 -10 0 10 20 30 
in Life and The Saturday Evening| Portland, Ore., Aug. 22.—The por ne pene aap gerd Actan 0.4% ‘ 
cs ak te ie cin Seoul ae ee: See ond tout “y nee ow so greatly | stm “e | = 
Advertised Brands Week in i daily and one of the Scripps League added ra ve hen oe publishing | fusTOMOT IVE _ a 
tember. Wesley Associates, New]|°f Newspapers, issued its last edi-| , d ewspaper that more pie pe xp | = 
York, handles the account ’ tion yesterday, announcing that it Se ~“ yan vente - = 
’ ‘ y: 8 ae than 50 have been forced to sus- CLASSIFIED 103 - 
EE was forced to suspend publication | peng.” TOTAL ADVERTISING 21 ~ | 
CBS Raises Rates because of “increasing difficulties,|| The suspension leaves the Jour- | DEPARTMENT STORES 0,7 ' | 
Announcing the first general rate|'@98!"& from greatly increased/nal as Portland’s only evening | 
revision since 1936, Columbia|°°Sts of production to an ever-/ daily, while the Oregonian is alone JANUARY | To JULY 31, 1939 - 1938 
Broadcasting System has released| growing tax burden making con-|in the morning field. Both publish 
rate card 26, effective Sept. 15 for|tinued operation on a sound basis | Sunday editions. Pm me I 
new contracts and a year later for] j Si ” nti — | 
orl qivastions, "Geen of the yo the Portland prise eed —— 
radio audience and improvement in : ; 7 Dolph Leaves CBS FINANCIAL 7.4 — 
the power and facilities of CBS are Journal announced that it would : ToTat Di sPLay 2.2 
aE Agaialige Rig lier ‘ aiaes take over features and comics which| John M. Dolph, assistant general | opp ote 
given as the reason for the advance, ; 4 ; acific | P _ 
which averages 7.5 per cent. had appeared in the suspended pa-|™Manager of the Columbia ond his: een aaa 
ications per, as well as the latter’s circula- a: i: cee ee gy DePantwenT STORES 148 
Vermouth to J-W-T aca tae erg ty ge ABC figure ing CBS, he produced the Fred) -30 -20 -10 0 10 20 30 


W. A. Taylor & Co., New York, 
distributor of Martini & Rossi ver- 
mouth, has named J. Walter Thomp- 
son Company, New York, to direct 
its account. 


Adopts New Type Style 
Wine and Liquor Retailer, pub- 


lished by Liquor Publications, Inc., 
New York, was issued this month 


in a new typographic style designed 
by Harrison Murphy. 


The Portland News Publishing 
Company, publisher of the News- 
Telegram, will retain its physical 
properties, including building, plant 
and equipment. Publication of the 
News-Telegram came about through 
a merger of the News and the Tele- 
gram in 1931. The News was es- 
tablished in 1906 and the Telegram 
in 1877. 

Commenting upon the develop- 


te 
oe +3 


| Hollywood, will 
|Coe, New York, in the fall. 
| Washer will attend to the legitimate 


pe 


~ ENGLAND: 


ay 
’s Richest Customer 


IS GROWING — 


America 


in Oxford Untoersity “bumping race.’ Forty to 


uxty boats row in a procession, every day for a week, 
tach trying to “bump the boat @ head, whose place uv 
will then take on the following day of the meet. 


This brief questionnaire 
may help YOU to obtain 
a greater share of the 
wealthy and expanding 
British market 


Question: 


Answer: An advertiser taking reg- 
ular weekly half-pages in the Radio 
Times obtains a national coverage 
ot one family in four at a total yearly 


cost of about $78 ,coo. 


Question: In what way is a single 


Is England growing richer insertion in the Radio Times equiva 
or poorer? lent to a national advertising cam- 


paign for a week? 


Answer: Krom Igz2 to 1g yz (lat 


est year tor which figures are avail Answer: An independent survey 
able), kngland’s national yearly showed that each copy of the Radio 


income trom toreign investments 
{150,000,000 to £220, 


During the same period, 


Times is read every day for a week 


rose from subscribers. 


by go% of its 3,000, 00c 
(Reason: It is the only publication 
allowed to publish B.B.C. radio 


programs a week in advance.) 


the per capita income of her popu 
lation rose trom £Lo1's to £122 


fre .4merican 
this 


Question exporter ———— — 


benefiting oN hne 


land's wealth? 


increase in 
Answer: In each of the last two 
vears, American exports to England 


were approximately 80% greater 


than they were in 1932. 
Question: What does a national ad 


vertising campaign cost in England? 


Waring show for Ford and the Ford | 
Sunday Evening Hour as a member | 
of N. W. Ayer & Son. 


Joins Donahue & Coe 


Ben Washer, who is now asso- 
ciated with Samuel Goldwyn, Inc., 
join Donahue & 
Mr. 


theater advertising handled by the 
agency. 


‘ 


Question: What is the purchasing 
power of the readers of the Radio 
Times? 

Answer: Well above the English 
average. The Radio Times is read 
which 
in England are acomparative luxury. 


* *K * 


only by owners of radio sets 


If you are an American manufacturer 
selling in England and would like to 
have further market facts bearing 
on your particular problems, write 
to the Advertisement Director, Brit 
ish Broadcasting Corporation Publi- 
cations, Broadcasting House, Port- 
land Place, London, W. 1, England. 


The English weekly magazine with four times the 
coverage density of Life 


RADIO TIMES 


(Guaranteed net weekly sales, 3,000,000) 
(Rate, $2.46 per line per million) 


This chart, by Media Records, Inc., shows the status of various classifications of 
newspaper advertising for July and for the first seven months of 1939, compared 


with similar periods of last year. 


Automotive and financial advertising are out- 


standing in the extent of their increases. 


July Display 
in Newspapers 
Up 2.3 Per Cent 


.| New York, Aug. 24—With every 


| classification except retail showing 

a gain for July, 1939, a gain of 2.3 
per cent in total display was made 
by newspapers of 52 cities in that 
/month, Media Records, Inc., re- 
ports. While retail linage declined 
0.4 per cent as compared with July, 
1938, the first seven month period 
|shows a gain of 1.9 per cent over 
| 1938. 

Automotive continued to be the 
sensation of the newspaper field, in 
|spite of a seasonal letdown. July 
linage aggregated 


jautomotive 
| 3,495,993, compared with 3,301,230 
| in July, 1938, for an increase of 464,- 
| 763, or 15.3 per cent. Automotive 
linage for the first seven months is 
/16.6 per cent ahead of 1938. 

| General advertising continued its 
| improved volume in July, account- 
‘ing for 13,999,268 lines, 971,649 


‘Heating News’ 
Urges Repeal of 
Home Taxes 


Chicago, Aug. 24.—“If it were 
announced tonight that every home 
in the United States is to be free 


of taxation for all time, tomorrow 
|there would be a surge of spend- 
ing and confidence unprecedented 
in the history of our country.” 

| In these words, Plumbing and 
|Heating News, Chicago, published 
by Domestic Engineering Publica- 
tions, gave in its current issue its 
formula for business revival. The 
ireaction has been so enthusiastic 
las to suggest that the field will in- 
augurate a campaign for repeal of 
real estate taxes. 

“Taxation on homes is from 15 
to 30 per cent of the total annual 
income possible of attainment if 
rented,” the editorial pointed out 
“The 30 per cent, and sometimes 
|higher tax rate on homes applies, 
jirrespective of whether the owner 


| 
| 
| 


* 
g 
& 


lines, or 7.5 per cent ahead of July, | occupying it earns nothing or earns 
| 1938. The record for the first seven! million dollars a year. Taxation 


|months is a loss of 0.8 per cent,| of the home is a survival of Euro- 


| however. 


Financial Is Strong 


| Financial advertising is also 
| showing great strength, running 
| 13.4 per cent ahead of July, 1938. 
|The current figure is 2,120,075, 
|compared with 1,869,306 for July, 
1/1938. The gain for seven months 
jis 7.4 per cent. 

Retail advertising for 
counted for 45,222,418 
small loss against the 
registered a year ago. Department 
store linage registered a gain of 
|0.7 per cent for July, the 1939 fig- 
jure being 18,039,503, compared 
| with 17,909,506 a year ago. Depart- 
|ment store linage for the first seven 
‘months is 1.8 per cent ahead of 
| 1938. 
| Classified linage of 20,569,694 for 
| July was 1.3 per cent ahead of the 
1938 figure, reducing the classified 
|loss for the first seven months to 
|1.3 per cent. Total display for July 
| was 64,837,754 lines, compared with 
| 63,351,771 lines for July, 1938. To- 
|}tal display for the first seven 
|'months is 2.2 per cent ahead of 

1938. Total advertising for July 
gained 2.1 per cent, and for the 
| first seven months, 1.4 per cent. 


Verbarg with Calmar 
Armin L. Verbarg has joined Cal- 

mar Printing Company, San Fran- 

cisco in a sales promotion capacity. 


July ac- 
lines, a 
45,423,616 


| pean feudal days when barter and 


| exchange made it impossible to 
\levy taxes except where real prop- 
|erty was involved and where the 
|value of the property directly 
measured a capacity to pay... 

“If taxation on dwellings were 
eliminated, and if home owners 
were assured that their property 
would be theirs now and forever, if 
once paid for and not remortgaged. 
this would be true security for the 
backbone of the country... 

“The answer to today’s economi 
problem in America is inseparable 
| from real estate taxation. Today’: 
| problem, and all economic prob- 
‘lems for years to come, would be 
|solved more completely by elim- 
ination of real estate taxes than b) 
/any other single factor.” 


Son de Regger Resigns 


| Les Son de Regger has resigned 
las promotion manager of Look to 
| open an advertising agency in Des 
Moines, partnership with 
|Carl S. Brown. The new agency 
| will be located in the Register anc 
Tribune bldg. 


Ia., in 


Tourist Paper to Conrow 


Tourist Court Journal, Temple. 
Tex., business paper for the tourist 
and camp industry, has appoin 
J. W. Conrow & Co., Los Angeles; 
as its representative in 11 Wester? 
states. 


gd 
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THE SMALL TOWN MARKET 
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KLZ packs the stands with 


baseball fans in a town without a team! 


. When it’s baseball time in the Rockies 44% of 
the radio sets are tuned to KLZ.* In Kansas 
City, in St. Louis, in Detroit or in New York 
such a record would be scored as a three bagger. 
In Denver is it nothing less than a slam over the 
right field wall with three men on ahead. 

For Denver has no team in organized base- 
ball. It is the only city of its size in the country 
without one. It withdrew from the Western 
league in 1932 when fans failed to support the 
team with the necessary clicking of the turn- 
‘tiles. So today the more-than-1000-miles-away 
Chicago Cubs are Denver's “home team.” 

General Mills sponsored the recreations of 
the Cub games over KLZ in 1938. They stepped 
“p to the plate for another cut at the ball in 
1939. Goodrich took note of the interest created 


'n 1938 and entered the line-up this year. 


The way in which the Denver area has taken 
to KLZ’s baseball broadcasts is as amazing to 
Denver as are KLZ’s dramatic presentations of 
them to a certain Mrs. Hall, 1217 Adams Street, 
Denver, who writes: “I still can’t understand 


how you do it.” 


*From coincidental check among 2494 Colorado and 
Nebraska listeners. 


nae 


Football on Deck 


Baseball is at bat in the Rocky 
Mountain area. Football is on deck 
awaiting its turn at the plate. Again 
KLZ will carry the games of the 
University of Denver. Advertisers 
who ure interested in tieing up with 
a station that commands the attention 
of 44% of the sports fans during the 
summer are invited to investigate the 
opportunities available through the 
sponsorship of these football broad- 
casts this fall. Write for details 
at once. 


REZ Denver 


CBS AFFILIATE — 560 KILOCYCLES 


AFFILIATED IN 
AND WKY, 


MANAGEMENT 
OKLAHOMA [ces = 


WITH 


THE 
REPRESENTED 


OKLAHOMA 


PUBLISHING 


BY THE KATZ AGENCY, 


COMPANY 


INC. 
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The Good Housekeeping Case 


Citation of Good Housekeeping 
by the Federal Trade Commission 
is part of its general activity in the 
regulation of advertising, but it is 
of unusual interest because for the 
first time a publication has been 
made a party to charges of misrep- 


resentation brought against indi- 
vidual advertisers. In view of the 
broad implications of this action, 


the complete citation is published 
in this issue, as well as the history 
of the Good Housekeeping seal of 
approval and similar devices used 
by publications for the purpose of 
establishing standards of quality 
for products, and at the same time 
protecting readers from fraudulent 
or untruthful advertising. 

The history of publishing 
been one of continuously greater ef- 
forts to weed out advertising of 
unworthy products or exaggerated 
or misleading copy about products 
which in themselves are entirely 
unobjectionable. Nearly all repu- 
table publishers exercise definite 
censorship of copy, as a result of 
which a considerable volume of ad- 
vertising is regularly rejected. 
Some publishers have gone a step 
further and published advertising 
guarantees which are intended to 
readers of ad- 
justments of legitimate complaints, 
and a few, like Good Housekeeping, 
have issued seals of approval fol- 
lowing actual tests of products to 
insure standards of quality. 

Several ago ADVERTISING 
AGE published a review of adver- 
tising guarantees, pointing out that 
complaints had 
and in- 


has 


assure satisfactory 


years 


remarkably few 
been received from readers, 


dicating the satisfactory experience 


of publisher, advertiser and sub- 
scriber as well. The Good House- 
keeping seal, which is the best 
known symbol of its kind, has 


wide-spread public acceptance, and 


as far as we have ever been able 


to determine. the consumer regards 


it as a valid indication of quality 


and assurance of satisfaction in use 


From this standpoint it seems 
unfortunate that the Federal Trade 
Commission has found it necessary 

bring charge against Good 
Housekeeping, even though it may 
e been convinced that certain 
oducts using the seal have en 
loyed copy to which it objects on 
chni und This action 
bound to discourage the efforts of 
publishet ind iually to police 
heir column ince any error of 
idgment may lead to action by 
the FTC, ‘ ded the publication 
expre approved the adver- 
which it carries. If the FTC 
is taken at face niu the 


publisher may be forced to regard 
himself merely as a carrier of com- 
mercial announcements, assuming 
no responsibility for their accuracy. 

We believe such a situation rep- 
resents a step backward in the de- 
velopment of honest, sound, trust- 
worthy advertising. Publishers and 
other media groups have _ recog- 
nized a moral responsibility for the 
advertising which they disseminate, 
and have been endeavoring through 
methods of self-regulation to meet 
that responsibility. 
which seems unusually eager to ex- 
ploit the expanded powers recently 
given it, and to invade the fields 
occupied by other regulatory 
bodies, such as the Food and Drug 
Administration and the Federal 
Alcoho] Administration, intends to 
hold publishers who provide adver- 
tising guarantees or seals of com- 
mendation responsible for all the 
advertising in any way related to 
them, then publishers may be com- 
pelled in self-defense to eliminate 
these constructive be- 
half of advertising and the public. 

For example, there has been dis- 
cussion recently by a number of 
magazines regarding the establish- 
ment of an institute which would 
test and guarantee products adver- 
tised in these publications. Would 
these publishers now consider such 
an activity as desirable, in the face 
of the attack by the FTC on Good 
Housekeeping? It is entirely possi- 
ble, of course, that setting up an 
independent body devoted specific- 
ally to testing products and issuing 
reports concerning them 


activities in 


would 
lieve individual publications of re- 
sponsibility in the event of attacks 
on its findings by the FTC or other 
governmental 


re- 


authority, although 
this may be too optimistic a view 
At any the situation 
provides plenty of room for serious 
thought on the part of the 


rate, present 


legal 


advisors of publishers who have 
been considering what seemed to be 
a constructive move which would 


benefit the consumer, the adver- 
tiser and the publishet 

Incidentally, the American Med- 
ical Association, which carries a 
large volume of advertising in its 
Journal and other magazines, issues 
through its various committees seals 
of approval widely used by food 


The A. M. A. 


see eye to eve with 


and drug advertisers 


does not always 


the government and the FTC. It 
would be interesting to note what 
would happen if the Washington 
regulatory machinery ever started 
to grind on this important section 
of the advertising and publishing 
world 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly. 
LOS ANGELES: Simpson-Reilly Ltd., Garfield Bldg., N. F. Loundagin, 
ATLANTA: B. Frank Cook, Walton Building. 


But if the FTC, | 


NEW TUNING PROBLEMS FORESEEN 


—-Electrical Merchandising 


"We must have two stations.” 


__ Ad-li 


bbing 


Going All the Way 

Reproduced here is one of a series 
of advertisements 
ing Company, Rochester, 
running in the local 
theme, “a store is 
company it keeps,” 
same, and one famous name after 
another parades across the scene, 
with all of the copy being devoted 
to excellent institutional advertis- 


nm. ys 
prints. The 
known by the 

remains the 


at MeFARLOTS—————— 


A Store Ils Known By 
The Company lt Keeps 


McFARLIN'S KEEPS GOOD COMPANY WITH 


DOBBS HATS 
wibet 


the past century Owrability and wearebility of felt is scientifically ov 
tablished by Dobbs enabysts Out of the vast experience eccumuleted 
in over tow score years, the Dobbs fectory todey represents the finest 
het menulecturing center in the = Here are the “Fashion Firety 
that set the pace of style each seater. Mere ore developed the most 
notable hating mprovements in the industry and here the hetmaters 
schooled in the nchest traditions will continue to produce new trumps 
that gree perenmal vitality and meenng to thet 


mereasing Dobbs sales. Rochester men inew « 
qood product — end they tnow « good store 


| McFarlin Clothing Co. 
| 


a 


ing for some nationally branded 
product. We're not so naive as to 
believe that McFarlin is going to 
these lengths without some _ en- 
couragement, direct or _ implied, 
from the manufacturers who are 
featured. But even so, manufac- 
turers have been Known to “en- 
courage” much less effective copy 


published over retailers’ signatures. 
After all, even the best known 
brand gains something in local pres- 
tige trom having a respected and 
recognized local merchant indicate 
his utter faith in it. as McFarlin is 
doing in this series 


Nertz to Publicity 


Being in the position of receiving 
much more publicity material than 
we send out, we're probably a little 
more conscious of the inanity of 
some of it than we should be. We 
break into a 136 times daily 
over “releases” that omit 
facts, or 
some 
whatevel 
printed 
carbon 
FBI 
we I 
the 


Lah oti 
essential 
are obviously 
other guy, o 
in 4,000 w 
through 


designed for 
nothing 
yrds, Ol are 
such Wal 


‘ 
Sal} 


-weary 
paper that not even the 
dex So, if 
making 
reicase 
from the 
put it down to 


particular 


can pher them 


too big a fuss about 
other day 
National Dairy Council, 
the fact that this 


seemed. at the 


we 


got the 


release 


McFarlin Cloth- | 


moment of its receipt, to be 
printed equivalent of the straw that 
| broke the camel’s back. 


The head intrigued us no end. 
|“Delicious Cheese Flavor Photo- 
graphed,” it said. And the first 


paragraph promised a story worth 
real investigation. ‘Cheese flavor 
has just had its picture taken for 
| the first time,” it read. “Scientists 
are using x-rays to photograph the 
flavor of cheese. They want to find 
out what gives cheese its delicious 
flavor.”” And then followed almost 
two solid pages about how mo- 
notonous menus may cause digestive 
difficulties, how cheese is an im- 


portant food, a nutritive food, and | 


its consumption should be increased 
in the United States (every good 
Swiss citizen eats as much cheese 


'in a year as 3.2 Americans) — but | 


not a single word more about how 
or where or under what circum- 
stances the delicious flavor of cheese 
was photographed. 


Jottings 

RKO Radio Pictures is under the 
current necessity of informing ex- 
hibitors, via the trade press, that 
due to the unfortunate illness of 
Carole Lombard it will be unable 
to deliver “Vigil in the Night” in 
October, as planned; however, Miss 
Lombard is recovering swiftly, pro- 
duction will shortly be resumed, and 
“Vigil in the Night” will reach an 
eager public “at the earliest pos- 
sible date.” 

And in the 


personal column of 


one movie publication we note that 


“Alan Campbell, actor, and his wife, 


Dorothy Parker, writer, are pas- 
sengers on the Champlain, which 
arrives today,” while a couple of 


inches down is the intelligence that 
Dorothy Parker and her husband, 
Alan Campbell, “sail today on the 
Champlain for a European vaca- 
tion.” Just riding around, no 
doubt 

Even the paper doilies on the 
lunch counters of the B & O’s Royal 
Blue and Columbian between New 
York and Washington are designed 
to build up good will for the road. 
They show the route of the trains, 
and indicate interest and 
historical highlights along the route 
Richard A. Foley Advertising 


scenes of 


Agency, Philadelphia, handles the 
account 

The Retail Merchants Association 
of Virginia is one group that is tak- 
ing the consumer cooperative move- 
ment seriously It has just dis- 
tributed a pamphlet called, “The 
American Way—A Message to the 
People of Virginia from a Virginia 
Merchant” to editors throughout the 
state 

“We could get a bab brother 
here too, Mummy,” is the headline 
on another in that excellent and ap- 
parently endless series of institu- 
tional clinchers Macy's runs in the 


New York 


newspapers 


Information 


the | 


for 
Advertisers 


The following documents may be 


_secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


| 
| No. 1524. 


It Isn’t Complete With- 
out It. 


This folder, issued by Radio Sta- 
| tion WOWO, Fort Wayne, compares 
'the station’s coverage and time cost 
| with the seven largest newspapers 


| in WOWO’s Indiana listening area. 


| No. 1528. KFH—That Selling Sta- 
tion for Kansas and Northern 
Oklahoma. 


| Interesting and profusely illus- 
_trated, this new brochure issued by 
|'Radio Station KFH, Wichita, pro- 
| vides a thorough study of the Wich- 
| ita trade territory—the station’s in- 
|tensive coverage area. Details are 
| given about the section’s diversified 
_ industries and the buying power 
they create, and also about the sta- 
tion’s programs and the people be- 
hind them. 


| No. 1529. 1939 Annual Liquor Sur- 
vey—Beer and Ale Survey, 


Sacramento, California. 


| The liquor’ survey _ tabulates 
the Sacramento distribution of all 
brands of straight, blended, bonded 
|}and Scotch whiskies; gins, brandies, 
|cognacs and rums. Material cover- 
'ing each class includes sales posi- 
tions, with comparative figures for 
| 1937 and 1938. The beer and ale 
| survey covers distribution by brand 
in package outlets and bars, with 
sales position tabulated. Both 
studies have been issued by The 
Sacramento Bee. 


No. 1511. A Line on the New Or- 
leans Market. 
This new market data booklet, 
issued by The Times-Picayune and 
|New Orleans States, covers figures 


;on natural resources, shipping, 
manufacturing, retail sales and 
other trade barometers. Maps and 


tabulations give the details of the 
_papers’ coverage of the market. 


No. 1530. Your Position in Western 
Canada’s Rural Market. 


This reader study of ownership 
'and brand preference, issued by 
The Western Producer, tabulates 
data on a great variety of items 
from farm machinery, tires and 
fuels to food and drug products, 
radios and preferences in radio pro- 
grams. 


|No. 1509. Kentuckiana . . Its Po- 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
|vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area. 


No. 1523. Sales Routes. 


The South Bend Tribune has 
issued this booklet containing route 
lists which cover groceries, phar- 
macies and other outlets in Sout! 
Bend and Mishawaka, Ind. 


No. 1520. Selling to and Through 
the Movies. 

This brochure, issued by The 

Modern Theatre section of Bor 


Office, outlines a plan based on the 
possibilities of the modern motion 
picture theater for the exhibition 
and actual demonstration of many 
products of the durable goods an 
equipment industries. 


No. 15258. Survey of Buyin 
Habits and Radio Listen 
Habits. 


Radio Station WQXR, New Yors 
has issued this study which indi- 
cates the brands of dentifrice, ‘© 
gasoline, beer and other products 
used by listeners and shows the 
sponsiveness of listeners to the st 
tion’s sponsors 
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FIRST AGAIN 


Me On Two Important Counts! 


September advertising figures for national 


rural magazines again show “Farm Journal 


and Farmer’s Wife” 


FIRST in pages 


of advertising 


FIRST in number 


of advertisers 


Here is positive recognition of the intense 


reader interest which has given “Farm Jour- 


nal and Farmer’s Wife” the largest mail de- 
livered circulation in the world. Here is 


appreciation of an editorial force which de- 


livers more copies and more advertising 
messages into more counties than any other 


magazine in America. —— oy 


NOW OVER 2,485,000 NET PAID 


The Largest Rural Magazine in History! 


a 
| Stee : : Big n he +? . ‘ of e “a Poteet = | f : oa E : ca | é : 5 ied Se, ee = 2 eg . z ” i é 4 
s t i 
_ , ) 13 . 
‘ ; Ks eat 
- e! \ 4 ps, 
- ; . ne ie —- = alll al 5 weal nes = na iW ul ie 
a ; os Poel ‘ | rd 
. ’ . ; } , ‘ ee ag a Ce fet - ie ie . , 
- ~ Be SS ©? . > ig e Vis ‘ - iar oe  —_ 2. ae ue oo JZ ma 
. ap ae “9 4 eet > a ; : ie ae eas pi te fas 
= ae ’ ad ey . 2. a ae a ae — 
3 °. sd * a aa. See om a 
4 a Or ae r 
, \" i i tt, “ge ae a — oa 
. - a" rt % _ ee a a 
oe \s Sy oc 
\. a " MY P. . 4 a = a ‘ - 
% ’ sa a Fes. a es | ‘7 
— ; - | =.) ad 
‘ 4 a) aS . 4 =e | . - 
PAN -* es a 
; Le pe ater _— ee = ae 
| . a . a ba A i 
a ‘ Pk . | Pip , ay 4 . iii. +, , 
es ; ee e oe : ae } tay, a 
“ f ‘ Pt ae ee a. ae = lair * <aon p be: OO i ii la 
i bP iy : mae ~s See 7: ees ine Be a | ‘ 
ge ee ~ | — 
ss . € ape a Sa a ae 
, Sere. gg — > ae : —  h ce 
* \ a : cle ate | ue bah 
= eee ‘ . “ie Be: Oa sam sea ee b. “Hh Ss isi es 
a ‘i 3 q ; * «3 ages 7 e. i ie wane = wt i i : Ne Bra 
Fy ta ie. a a Aa a i —— o ie 
4 jh har - “ r % x os = a sin *.  — | Re aa 7 .:. 
ro AND = San Pou, a = . a dee : a a lH aan 
2 pan a Ta, \ Be +, ‘ ie ee, - Be i 
Se i , be A 7 -_ a eee: y ee na q - i ¥. is a 
-_ : » eee a ain - | oe ie awe = 
; : ee 3 _ “~ ge aia PAE es eS 7s 
ene gs b- wateigle | 4 o€ we PS 6 4 — A - re? ae, © - ; Pe 
i ere J y 1 dee ' © _ — ’ i * ae vo) eee ee = 
; \ é ‘ 4 ‘a ee vA “e 4 neo. 3 -) . —_ - te ‘ 2 ‘ ih Bot 2)... — 
’ . ae a ’ gatas.) oe — . t ss | 
es ate —— OE « ; 
he ns Wg gi \ _. a : oe ; ae al 
ig I & ~| ~~ ‘ ? \ ee 3s a Se _ oe o> , i ee ae 
j ? Kat \\ a. oe | eo 
4 ae b \ ’ ~~." at i a 
7 PRiw- i ~* eh - 4 , . 4 “ . \ car ao a a oem iy oo a 
Me” » 4 ow ' ‘is — , Sh ‘a — 
me CO a“ " Ae | . be : : a 
} ve 5 a _ } = Lo Bah \ \\ — : ; Re wae : ve eee 
| S bad tes — ; 2 ; se . , 7: a i" ~ 
: > Al , py J Y ' P iy 4 aes ih a 
‘ a® 4 - ’ \ 4 “s <—" " a i esse § | 
—, 7 oO‘ - A. \ \\ - : \ - £ ve ae a * ¥ i { ’ 
4 p- fe * } A c & <B-~S “* e~ a i ne 
fer. ge > ANCE : (ize 
10 * ti >, ‘ m © ~ ~~ . 3 hs ‘ ‘ | ¥ 
> > we \ = ¥ ~~" \ \ ~ , » . : : 
e , %/ .3 } ‘ - 7 ~~ hes => og 
— i } J ¥ " Vg f : | \ \ ' ; ca - 7 . : 
es en a, a lf ¥ ;= a " F ' \ : . , a Py 4. \ F = : 
~ ' j J ruth wy ire . € \ ‘ $ Ban | Yan oe : 
~ , /£ - * \ 4 4 * - 1 ~ 
an ( : (\ 3 Wie // F brn : \\\\\\r & ve ack : a 
| eee? Sp AW, ( “alts 
‘ h a aie | i ae ~ Loe *, : : 4 \ e ees r a 2 ey ‘ . " ’ it hie 
o* re Shi eS a ee agit: ee im ae ° Sele Se 4 : | a 
- ages Oe Mie is, ES — co. Sar oi, : a 4 
ai ye are ee a he - 
a or ee ee. eae Br x Aa " 7 baila a 
4 - ae ee aa Kk iy A on ye) Aye ae ¢ I ae 
a x ee ae ; /,, eee me 4 
Be Pe en f i BS sal ae : ph ee me | ae “ wom ae % ' i ae 
Sa ee Ae ee Le . ore ee 
sont sige eee Poe a ee ee Sees eo a a . ae £5 } ae 
Pee. ee ae OC ge a Soa  — wf Ty er ee Pe en — OOO DES * 
ye re a pers 5 aod _ a RR ages oo ae oe ie Ree CO ta 7 / 
ee a oe - oe" + Bs, asin +h E - s ads i. E ee oe ca eg di 3. ae 4 we ds | | : 
oe Meet i a on : ™ i ail " ee “of . : ee eer 
: iBie 2 LaF ee sl " ie a = F 2 * ’ . om : i *_ wee ; ys ee 
: it ik, ee : a os i i ee al 5 Fo = , Ee 7 “ R\ vy ass a) hal 
. eee tae wed : ames ~ ro ; og < / ree a7 “ oe a 
RAL Re ae, a er 
ger pe a RD cyt ec = rg tm as ae F —— ted a 
oe rae eth ae a cig gee am oe ee if >> a ie, a ¢ oa 
Fi he ‘nt os cons ie ee me mp re Gs et em ms ey a ea . le x ‘ “4, ~ a * e . 4 
a , ‘wee a1 oy a i ? on! a a ig sh u Bc ar ¥ ‘ - F vi R = ss c., r WW Pet " ae . S a, : 
y Se oem - = ; bei. Te i i - : d . va 
ea. a an bye. _ ye, om : xr» on pee eS : ; «a at a , : 
= % ee eet jill — Bf , ae ae : ‘ , ' i. ‘es * “3 ; 
: a a. * sae ee ee, ‘ > «ee ie. 
a ie a wal e: .* a ie Y ee Bes 
<a ; ms = es , | eee : — } ‘ . i =F 
ey >. ———)~— loa Bigs - “a 
i. _As ee ™“ 4 — eee - 
i . F ee eg ee . a ; ae a 
— ioe ie ae es 7 —- 
a a, 2... ee ae | : 
= sg i. i . ie ae | opal F . ; ea eu 
2 " > ae 7 i J + ey aa. 3 : n 
i. Br. hy : a a ee, a ee Ray ' <o-u 3 YS i " be 
- * . ‘ * . i 9 pe ‘ . ro . id one's 
| em Lf Ul (<.. CO = : : a 
' - ~~ 4 Le © ies i= * co 2 : : i ara 
‘ - 2s __——_— iP St 4 _ * Bees 
o ~~ P 1 # > “ih - es ‘ * mip 1% ? } De Ps by \ Le Br ats4 
} ae . my ” ak a Fe ad a - 5 —— > oe ie . ; 
\- he 2. le. . =. | ee. GL ee -" \ ee 
a ; Od ma ee wa 4 
a. .- } ; amelie 5 : x al . é om >t 
_ afd xy 4, " £ * &, ; : ‘i : 
oo : -“ ee aoe aX ; ne 
; “—_ :_ hata Ome i a | 
$ ie Tad Ge “hy =a . ee ; ' 
ee > ‘ae A ® *., : ee oi Md oe 5 fe et ne : 
e See eRe ee ee eee kk a ee? , 
™ ¢ - er =" a eee a ne bel i. : , + ; rey : 4 ae el 
. ee ~. Bin po Oy : = SS <<, ; . &. ” a | 
b ete a. oe % i et < ‘ . | 
AS Ss Pea: ‘ aoa ee : ae " ' 
. ude. Pe: : we ant i . x a a *& Sa? : ae ; P ae Po : i = | 
h ~~. . bi a ' kin 0 ‘$ My. ’ ‘ Pa aan ‘ ; 4 Ai ’ — = 
. he ah eee ae ees : . % pe ee ae > ie 
4 _ J f y , ae & is a7 cer: . ; Ht 4 fet Nee 4 " te 2 5 ml tj ‘ 
: See ee Se - ee = ie a 
Ir : fs eo ee ee ak se a ae fo ae t ne te ahi 
H BS ae ee ee Ye Se Some Sly ae oe, 4 “ie <a 
r ey ger Pw ee fo Wy aes Na ei ES Pr ele: ‘ey iA 8 
yn » 4 " 7 ium ~ ‘ is * Ai ~ ‘ hm ad, * Me <’ hk re * ia we, Ss “< > . . ) ne : = , . of gal 
: at Fe * He, . * i CPs gah é oe of At » ge Wy ~ - aie ae 2 
: we ty *eF ' a 2 Qe & - Syd rye ies) i = m7 
RE eRe oe 7 2 ~ ss. oe Sone a | Mees 
; oe ae ~* Dy fren Se. = gle et — a dew, =~ : ab 5 oe 
\s er | ” , > “4 r. oe. 1" es Se ot + a> vi 
~ a : oe ba RP y= : * o . & %» 
Sule ee sie: sae é Paes yt ia Met hE . 
= +s Be Ss RS SO Re le Oe Cat See rt ae ee 
wi. > 2 yo ee < ae A “ Se A! 2 wy ’ ee: 
Oath o* eat’ ae " puis . 
iel a 
, ° ) y = 
rv Above Falurcs ‘ 
. Are " .. 
: ¢ ————— = SSS SS was Bo sit 
| ——<———— SS OO ‘gee : 
: — ona: ann 
' Ss 
a : 
a + : é; f  < : t ; 3 - 
Fa “sing : | ) ae,” ee ae “ass 
* oe - f = 2%. ; ae . <* . ap ae 
i = hag 


1 ea 


August 28, 1939 


14 ADVERTISING AGE 
vt Caterpillar arden in the following Simulation of 
“We are referring to our San New Coiffures 


Leandro office your inquiry of July 


12, inasmuch as that office handles Fitch Premium 


our sales activities on the Pacific | ' 
Des Moines, Ia. Aug. 24.— 


Coast.” ( J 
“Try-On Hair Styles,” new pre- 


Here is the proper way to con- 
vey the same tidings: i'mium of the F. W. Fitch Company, 


Issues Booklet 
Bgt 

on Leffer Writing “The information you have re-|will be offered to American women 

| quested can be supplied so much|in September copy. Designed by 


Basic Principles Are more promptly and accurately from | Paul, Hollywood beauty _ expert, 
ce d in T +i for |ou" office at San Leandro, Cal., that |““Try-On Hair Styles” are intended 

overed in !treatise OF | we are asking that office to reply |to enable women to see themselves 
Employes 


| lin many of the latest coiffures or 
Peoria, Ill., Aug. 24. Sincerity Snyder Leaves Elterich 


to your letter of July 12.” 
——__—— ihair colors without incurring the 
trouble or expense of actually 


| dressing the hair. 


issued for the purpose of improving 
this phase of the company’s promo- 
tion. The new treatise deals with 
basic principles of letter writing, | 
and with forms and practices only | 
to the extent that certain practices 
have been adopted by Caterpillar 
n the interest of uniformity. | 

“The fundamental of a good let- 
ter can be accepted as sincerity,” 
the booklet said in response to the 
yuestion, “What is a good letter?” 
“A sincere desire on the part of the 
letter writer to make his letter of 
maximum helpfulness to the recipi- 
ent and of maximum value in win- 
ning good will for Caterpillar Trac- 
tor Company is the essential 
to bear in mind 

“If the letter writer 
possess such a desire, then it is 
hardly too harsh to that 
working for the wrong company, 01 
is misplaced in any job that in- 
volves the necessity of writing let- 
ters over the company’s signature.” 

The booklet said that a 
study by all department heads ot 
Caterpillar Tractor Company of a 
select group of outstandingly good 
and bad letters, both incoming and | 
outgoing, revealed that the best let- 
ters were those written to individ- 
uals with whom the writers were 
well acquainted. 


one 
does not 


say he is 


recent 


Breaking Bad News 


“The best letter of the group,” it 
continued, “was one that conveyed 
an unpleasant message, but the' 
writer was so strongly mindful of 
the feelings of the recipient that his 
letter carried a spirit of kindliness | 
ind consideration which could | 
hardly help but strengthen, rather | 
than destroy, a friendly feeling to- | 
ward the writer and toward the 
Caterpillar Tractor Company.” 

The company’s distaste for hack- 
neyed phrases is expressed in a 
poem, “In Memoriam” in the 
frontispiece, which reads: 

We beg to advise you and wish to 
state 

That yours 
date. 

We have it before us, 
are noted; 

Our Mr. Smith tells us the price he _ | - 3 
has quoted. Ty ‘| — 

Attached you will find, as per your ; x if 4 OURNAYS 
request, an 


has arrived of recent | 


its contents 


Ce ad J 

The sample you wanted and we . 
vould suggest 

Regarding the matter and due to 


the fact 

That up to this moment your orde: 
ve’ve lacked 

We hope that you will not delay it 
unduly 

And we beg to remain, eve) 
very truly 
A long paragraph is also devoted 

to this subject, the booklet suggest- 


yours 


ng that its readers eschew such 

vords and phrases as “advise,” “at 

hand,” “enclosed herewith you will 

ind,” “favor of even date,” “I ha 

before me your letter,” “permit me “p >. 

to say.” “you claim.” “we wish to . Nabhan. the Sterling flat : 

call your attention to the fact,” and ‘e, aJ0r advance : a'ware Industry wip), - 
any others of like ilk R. Wallecea cg” it more than ton 
; - - allace & Sons ¢ than 100 
How to substitute you heen ho ail has for the p years, 


oking orde “St two months 


'™MPared to the 
Sales 


rs tl 


any histor 
Concentr 


ree 

= rere ; = 
t year jin comp 7 
ment, adh 
ated our camp 


arg “Circulation CO 
— Home Patan 
&- Co. VOR AL: 


. . a 
-~ Just one 
tion, the I 
x Sons 


} 

" lanage. 
align this Year 
Imer Publica. 


lines 


laree 


ace 
happen! 


Various colors of hair and differ- 
ent types of hair dresses are litho- 
graphed on cards. An oval cut-out 


‘permits the tester to substitute the 
|printed hair for her own in suffi- 
iciently realistic fashion to get some 
|idea as to which coiffure and which 


color of hair are most becoming. 
The “Try-Ons” are enclosed in an 
envelope which contains directions 
for folding so that the tests will be 
satisfactory. 

In addition, the envelope con- 
tains a sheet giving printed and pic- 
torial analyses of various types of 
hair dressing, so that the buyer, 


having decided on the style she de- 
sires, can visit her beauty parlor 


is the greatest asset of the letter John B. Snyder has resigned as 
writer, Caterpillar Tractor Com-| vice-president and director of H. N. i ; : : 

$ ; ” © , a: chase | end. 
pany has told its executives in a|Elterich, New York, effective|™ ill . - Slee gg Rea —— —— = 
new booklet, “Better Letters,” just | Sept. 1. of a bottle o = — 


The new premium will be her- 


| 
| 


alded both in magazines and on the 
'Fitch Bandwagon program on the 
NBC Red network. L. W. Ramsey 
Company, Davenport, is the agency. 


Montgomery to Agency 


Tom J. Montgomery has joined 
Byrne Advertising Agency, Chicago, 
as account executive, after two 
years as advertising manager of the 
Stevens Hotel, Chicago. He was 
formerly with Kraft-Phenix Cheese 
Corporation and Armour & Co. 


Add Three to List 


| Alleva & Riordan, Philadelphia 
| publication representative, has ad- 


'ded three papers to its list. They 


A set of 12 “Try-On Hair Styles” with specific instructions for attain- | are Army & Navy Journal, Wash- 


ington, D. C., and Nautical Gazette 
and World Ports, New York. 
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Color for Hybrid Corn 


Crow’s Hybrid Corn Company, 
Milford, Ill., will launch a fall cam- 
paign for its hybrid corn in Sep- 
tember, featuring the dependability 
>f the product. Copy appearing in 
the three editions of the Prairie 
Farmer will be the first three-color, 
run-of-the-paper insertions in that 
publication. Shaffer-Brennan-Mar- 
gulis, St. Louis, is the agency. 


Realtor Names LeQuatte 
Lawrence Management, Inc., 
Bronxville and Mt. Kisco, N. Y., 
has appointed H. B. LeQuatte, New 
York, to handle promotion of its 


properties. Newspapers, class 
magazines and car cards are being 
used for apartment houses _ in 


Bronxville country homes in 
Bronxville and Lawrence Farms. 


Stensgaard Appointed 


W. L. Stensgaard & Associates, 
New York, has been appointed by 
Loew’s, Inc., Metro - Goldwyn - 
Mayer Picture Corporation, and 
Selznick International Pictures, 
Inc., New York, to create point-of- 
sale displays for retail] merchandis- 
ing tie-ups with the forthcoming 
motion picture, “Gone With the 
Wind.” 


Issues Mail Order Facts 


The 1939 World Almanac’s Book 
of Facts for Mail Order Advertis- 
ers has been published by the 
New York World-Telegram. The 
book contains data taken from the 
Almanac and information from 
other sources including a list of 
national mail order media and an 
analysis of the “right of privacy.” 


‘Dream Kitchens’ 
Fall Subject of 
Armstrong Cork 


Linoleum Campaign 
_ Takes Advantage of 
| Rising Tide | 


Lancaster, Pa., Aug. 24.—With its 
annual fall promotion under way 
this week, the Armstrong Cork 
Company, maker of Armstrong’s | 
Linoleum, will back up its retailers | 


attern, or silly blackbirds to put in a pie. But then, 
ou wouldn’t paint your toe-nails either! There’s a dif- 
erence between the point-of-view of men and women. 
the Ladies’ Home Journal moves women because it 
loesu’t straddle two view-points. It is edited fearlessly 
or women, More and more women are stepping up to 


uy this magazine they believe in. That’s why things 


¢ Journal comes out. 


Maybe you wouldn’t walk across the street for a dress 


4ppen in homes and stores all over the country, when 


OURNAL 


THE MAGAZINE WOMEN BELIEVE IN 


present > 
ham pie i 


2) states. 
comes out! 


sal food sprea™ 


with the largest fall national maga- | 
zine advertising campaign in eight | 
years, according to John P. Young, 
advertising manager. 

Ten publications will be used) 
with four insertions each, except in 
the case of Nation’s Business, News- 
week and Time, which will carry 
five insertions each. 


include American 
Homes & Gardens, 
keeping, The Ladies’ Home Journal, 
Parents’ Magazine, The Saturday 
Evening Post and Woman’s Home 
Companion. 


Home, 


As in the past, Armstrong’s ad- | 


vertising story will be centered 
around full-color photographs of in- 
teriors in which leading linoleum 
patterns in the Armstrong line have 


| 


| 
| 


} 


Other publi-| | 
cations being used by Armstrong) | 
Better | By More Than 508 
Good House- | 


B THE SWING IS TO 


| ? OUTSOLD Any Other Cols 


3. SOLD Over 180,000,000 Bottles- 


(Over 16 Battie for Every Man Woman and (hilt te (te 


= 

Now on Sale at 
AaPe 

BOHACK j 

GRISTEDE [ 


REEVES | ' 
ROULSTON | | . 
SHEFFIELD | 


_perTer | AGFA MING 
re 3 HEALTHFUL p 
AMO OTHER STORES a : - 
IM THE METROPOLITAN AREA — wt 1 


Newspaper copy for Pepsi-Cola in New 


York area, claiming out-in-front leader- 


| ship in that area for bottled cola drinks. 


were created by Hazel Dell Brown, 
nationally noted interior designer, 
and constructed in Armstrong’s 
studios here. Ten advertisements 
will feature residential subjects and 
five will present outstanding instal- 
lations of floors. T. Holmes Mettee, 
of Baltimore, photographed the 
rooms. 

“This fall we are publishing a 
total of approximately 70,000,000 
full-color advertisements on Arm- 
strong’s Linoleum, which, by a wide 
margin, constitutes the strongest 
fall campaign on linoleum con- 
ducted by any manufacturer in the 
past eight years, and at the mid- 
year point there is every indica- 
tion that our plan to intensify ad- 
vertising for 1939 was sound and 
timely,” Mr. Young said. 


Radio Program Retained 


National advertising of Arm- 
strong’s popular-priced line of 
Quaker and Standard felt-base floor 
coverings will be confined entirely 
to radio with the continuation of 
the company’s popular serial, “The 
Heart of Julia Blake.” This pro- 
gram, electrically transcribed, is 
heard during daytime hours, three 
times weekly, on 20 stations 
throughout the country. It has been 
running since March, 1938, and 
tests conducted in various sections 
have indicated a large audience of 
women in the economic bracket 
where a majority of the felt-base 


‘om 


products are consumed. 

Armstrong’s fall promotion this 
|} year is again built around a con- 
‘sumer book, the title of which is 
'“Dream Kitchens for 1940.” While 
the promotion plan follows closely 
the formula used successfully last 
/year, the new book is more elabo- 
fen: featuring 11 kitchens in full 
colors, one to a page, and addition- 
|ally, two halls, three living rooms, 
‘two bedrooms, three baths, one 
nursery, two dining rooms, and one 
laundry. The books are distributed 
by retailers and each book bears 
the imprint of the dealer. 

Giant enlargements of the con- 
sumer book, with wire stands for 
,display on the mercchant’s floor, 
|are provided in addition to special 
display cards, post cards, and other 
| selling helps. The account is han- 
| dled by Batten, Barton, Durstine & 


Osborn, New York. 
/ 
( 
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No change in programming or 
policy. Better service to Met- 


ropolitan New York including 
its 6,982,635 foreign citizens 
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ADD COLA DRINKS 
AMERICA APPLAUDS = 
be 


A FIMER § ICOLA DRINK! 


{ 
s 


This full-page copy for Red Rock Cola 
ran recently in Anniston, Ala. An inter- 
esting angle is the line to the right of 
the trademark cut, saying, " ‘The finest 
cola drink | ever tasted,’ says Babe Ruth.” 


Expect More 
Readership Tests 
of Business Press 


New York, Aug. 23.—Indications 
that the day is not far 
readership surveys of the business 
press will be conducted in much the 
same fashion as in the general mag- 
azine and newspaper fields contin- 
ued to multiply here this week, as 
numerous organizations and _ indi- 
viduals studied the ‘problems in- 


volved. 
The Daniel Starch Organization, 
which made the first preliminary 


study of advertising readership in 
the business press early in 1938, is 
currently giving private 
another “test” check of Factory 
Management and Maintenance, and 
the Associated 3usiness Papers, 
Inc., is also studying the possibility 
of setting up or directing some type 
of readership research. 


At present readership studies of | 


a number of publications, 
specific issues of 


including 
Business Week, 


Electrical World, Paper Trade Jour- | 


nal and Power are nearing the fin- 
ished stage, and plans are also re- 
ported underway for the establish- 
ment of a continuous survey opera- 
tion in the business paper field 
which would measure editorial as 
well as advertising readership. 


Radio Ceassathie Book 
Published by Wilson 


H. W. Wilson Company, New 
York, has published a_ reference 
book called “Radio Censorship,” 
which is a compilation of previously 
published material dealing with 
every phase of the question. H. B. 


Summers, professor of public 
speaking, Kansas State College, 
Manhattan, Kan., edited the volume. 


The book contains extracts from 
100 articles reprinted from 35 dif- 
ferent sources, including magazines, 
newspapers and business papers. It 
reviews several recent controver- 
sies, including those _ involving 
Father Coughlin, Mae West and 
Orson Welles. The code of ethics 
adopted by the National Association 
of Broadcasters in July is reprinted 
in full. The 297-page book sells for 
$1.25 


Betens Forms Agency 


Saul Betens, 
executive with 
New York, has 


formerly an account 
Artwil Company, 
organized Betens 
Advertising Agency, with offices at 
445 Fifth avenue, New York. The 
new agency lists the following ac- 
counts: Haverfield Company, Col- 
umbus, O.: Governor Fastene 
Company, L’Elegance Lingerie, Ri- 
oli Corset Company, Ross-Franke]l 
Inc., and Stillman & Kagan, Inc., 
ll of New York 


BBDO Adds Cambere 


Edgar Cambere has resigned fror 
Benton & Bowles, New York. to 
oin Batten, Barton, Durstine & 
Osborn, New York, as a member 
of the radio commercial staff 


Paper Changes Name 


National Radio’ Register New 
York, a business paper for radio and 
television talent, has changed its 
name to Radio & Television Talent 
Director 


off when | 


reports on | 


| 

Stern Named Publisher 

| David Stern III has been ap-| 

|pointed publisher of the Courier- | 

| Post, Camden, N. J., succeeding his 
father, J. David Stern, who con- 

|tinues as president of the Courier- 

|Post Company. The new publisher 
joined the Courier-Post in 1928. 

|'Two years ago he became vice- 
president and general manager of 
| the Philadelphia Record after serv- 
ing there in a variety of positions 

j since 1930. 


‘Hagman Transferred 

Arthur Hagman has been ap- 
| pointed pan manager of Mod- 
ern Brewer, New York, a Conover- 
| Mast publication. Mr. Hagman, who 
| was formerly Cleveland representa- 
| tive, will be located at the com- 
|pany’s Chicago office. 


| 


two famous grocery products. But to farmers of the 
Cotton Belt the names mean a great deal more. 
Wesson’s string of cotton gins, crushing mills, re- 
fineries, spread over ten states, To hundreds of cotton 
growers they are the source of the only cash they 
ever touch. Fortune for September shows you how 
Pres. Pat and Vice-Pres. Pete have made an unbroken 


Test Seccoastel. 


Cosmetic Maker 
Expands Efforts 


New York, Aug. 22.—Completing 
a three-month test campaign on 
Early American Old Spice toiletries, 
Shulton, Inc., today disclosed plans | 
|for expanding fall promotion with 
an appropriation double last year’s. 
/Sales figures thus far indicate a 
total business of $4,000,000 for 1939, 
a company spokesman said. In 1938, 
the young company registered a 


volume of slightly under $1,000,000. 

During the coming season Shul- 
ton will call on magazines to carry | 
the bulk of its copy. 


Cosmopolitan, 


Esquire, Fortune, Good Housekeep- 
ing, Harper’s Bazaar, House & 
_Garden, Ladies’ Home Journal, 
| Mademoiselle, McCall’s, The New 
Yorker, Redbook, Vogue, Woman’s 
Home Companion and You are on 
the list. While newspapers were 
j}used heavily during the test drive, 
|no decision has been reached as to 
continuing in this medium. 

Unlike most cosmetic advertis- 
ers, Early American will employ 
copy written in a straight merchan- 
dising vein, with price and unre- 
touched photographs of the product 
a part of each layout. First adver- 
tisements in the new series will be 
devoted to a combination “trinket 
box,” 


retailing at $1. The box is designed 
for use as a jewel box after the 
toiletries are gone. As the season 
advances, more expensive gift sets 
will be featured. Wesley Associates 
handles the account. 


Joins Display Guild 

Gabriel Morrell, formerly head 
of his own art service in New York, 
has joined Display Guild, New 
York. He will be concerned with 
the development of relations with 
agencies. 


To Baking Institute 


Kathrine Wellingbrook will leave 


Batten, Barton, Durstine & Osborn, 
| New 


York, Sept. 1 to join the 


consisting of small sizes of | American Institute of Baking, New 


lthe principal Old Spice items and | York. 


| WESSON: oll for housewives, cash for farmers 


| ¢ Wesson Oil and Snowdrift to you, no doubt, are < 


PG & EIS A GOOD UTILITY 


¢ Pacific Gas & Electric, though the fourth biggest producer 
of kilowatt hours in the country, is a string-saver among 
utilities, It uses and re-uses its limited water supply with the 
skillful economy of a French housewife. To those who think 
there’s no such thing as a good utility, P. G. & E. answers with 
rates that are among the lowest in the country, sound manage- 
ment, and conservative financial conduct (not incompatible 
with absorption of competitors.) ForTUNE for September 
shows you the management, the engineering, the economics 
and the politics of this great western utility, and how it is 
faring in the public-ownership vs. private-ownership con- 
troversy. P. G. & E. Page 33. 


profit record. Also the tangled mechanism of cotton- 


seed oil prices and why this year, for the first time, 
Wesson will make no profit — will, in fact, drop 
something like a cool million. Wesson OI. 


¢ Back in 32 


Page 


the phonograph business wasn't 


RECORD 
BUSINESS 


67. 


childbed fever. 


peritonitis, 


Sulfa-something may 
yet save your |ife 


¢ Only a few years ago if you'd caught pneumonia, meningitis. 


Li 


mastoiditis or any of several other 


bacterial infections, it would have been nip and tuck between you 


and death. But catch them today and you'll probably recover. 
For that you'll thank Chemotherapy—the science that has been 
making headlines the last five years. 


Its main subiect that smal! 


group of synthetic chemicals (of which sulphanilamide is one) 


that can kill bacteria without killing the patient. Cure By Cuem- 


just 


depressed, it was warming up for the death rattle. 


Records sounded that way, too 


and the 


lovers created by radio, they reversed the usual proc- 
ess and whirled into technological employment. For- 
rUNE for September. PHonocrapu Recorps. P. 72. 


and this the rec 


growing army of light and heavy music 


ICALS is the story of its breath-taking achievements and still more 
breath-taking possibilities. Fortune for September. Page 42. 


od THE EPIC OF AMERICA HAS JUST BEGUN 


men finally remedied. With the help of “juke-boxes, 

¢ In anew series of editorials the Editors of Fortune challenge 
those who contend that America can no longer have a “frontier” 
economy, and point out the vast technological wilderness waiting 
to be settled. Tue U. S. Frontier. Fortune for September. P. 76 
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Food Advertisers 
Expand Radio Shows 
for Fall Season 


New York, Aug. 23. — Expanded 
broadcasting activities among major 
food advertisers this fall was indi- 
cated here this week when several 
leading companies completed plans 
for the resumption of programs off 
the air during the summer and for 
the launching of several new shows. 

Filling part of the niche formerly 
oecupied by Rudy Vallee, who goes 


Photo by Scaioni 


VATICAN City. Page 46. 


WHO WANTS ROOSEVELT AGAIN? 


* How do the economic groups line 
up for and against F. D. R. for 194078 
And on which side lies the biggest slice 
of Public Opinion? Tue Fortune Sur- 


veY. Page 64. 


French Finances: a letter from Pertinax 


* The famous French commentator 
explains the current improvement in 
France’s financial position. A clear an- 
alysis of a complex subject. Fortune 


for September. Page 12. 


ARE INVESTMENT BANKS USEFUL? 


* Fortune for September looks over 
investment bankers. Estimates the job 
they are doing, the job they are not 
doing, and the job they might do—to 
ihe benefit of America’s economy. THE 
\NVESTMENT BANKER: 1939. Page 78. 


A LOAD ON HIS SHOULDERS 


* The power dispatcher dovetails pro- 
uction-volume with demand-volume of 
lectricity, highly perishable commod- 
'y. Day Ano Nicut Or A Loap Dis- 
\TCHER tells you what keeps him hop- 
ing. Fortune for September. Page 41. 


off the air for Standard Brands, Inc., 
on Sept. 28, “Those We Love” will 
be broadcast over 51 stations of the 
Red network of the National Broad- 
casting Company from 8:30 to 
9 p.m. on Thursday. J. Walter 
Thompson Company handles the 
account. 


Ward Signs Penner 


Ward Baking Company will pre- 
sent Joe Penner over 21 stations of 
the NBC Blue network on Oct. 5 
in a program that will be aired on 
Thursday from 8:30 to 9 p. m. Sher- 
man K. Ellis & Co. is the agency. 


Purity Bakeries Returns 


Marking the return to network 


period since 1930, Purity Bakeries 
Corporation will sponsor “Smiling 
Ed McConnell” on 18 stations of the 
Columbia Broadcasting System. Be- 
ginning Oct. 16, the series will be 
heard five times a week from 4:45 
to 5 p. m. Campbell-Mithun placed 
the account. 


General Foods Resumes 


Among food advertisers who are 
resuming radio promotion after a 
summer vacation is General Foods 
Corporation, which will return two 
programs to the air, beginning on 
| Monday, Aug. 28, with “Lum and 
| Abner” for Postum. The series will 
|be heard Monday, Wednesday and 
Friday from 7:15 to 7:30 p. m. over 


Jell-O ice cream during the sum- 
mer, will again feature Sanka 
coffee, beginning Tuesday, Sept. 5, 
from 9 to 9:30 p. m. over 51 CBS 
Stations. Young & Rubicam is in 
charge. 


Signs “Girl Alone” 


Quaker Oats Company will re- 


turn its five-day-a-week serial, 
|“Girl Alone,” to the air on Mon- 
|}day, Sept. 25. The program is 


_ broadcast from 4:45 to 5 p. m. over 
|37 stations of the NBC Red net- 
| work. Ruthrauff & Ryan is the 
agency. 

Gulden Has Serenaders 


Charles Gulden, Inc., contributes 


advertising of a company which has | 50 CBS stations. “We, the People,” | to the general activity with a twice- 


broadcast for only one four-month 


little state—great 


¢ Pope Pius rules over the 
world’s smallest sovereign state. 
But its temporal power in 
world affairs bears no relation to 
its physical size. FortTUNE for 
September conducts you on a 
tour of the center of this power. 
On the one hand—ancient tradi- 
tions and ceremony, picturesque 
Swiss Guards, venerable archi- 
tecture, glorious art treasures. On the other—Radio Station HVJ, scientific 
laboratories, efficient city administration — even two bars. But most important 
right now is its state department (said to be the best informed in the world) — 
playing a vital role in the “Democracy vs. Fascism” struggle. Color-photographs 
by Scaioni include one reported to be the first color-photograph of a Pope. 


‘sponsored by General Foods for 


| a-week “Gulden Sere- 


program, 


INTERESTING, 


power 


at work. 


Men Sweated And Swore 
Goodrich 
To Go To Town... 


ding... 


THE ADS ARE 


TOO 


Excerpts from the advertisements in 
FortuNE for September 


It’s Plastics Picking Time Down South. 
—Monsanto Chemicals (G. Adv.) 


29 Pins Of Platinum... to keep a man 


—American Mutual (J. T. C.) 


“Ontogeny Recapitulates Phylogeny”. 
—Comptometer (N. W. A.) 


Then Smiled 


—Richardson Co. (J.-O.) 
It Eats Glass — But It's Tamed by 

—B. F. Goodrich (G.-E.) ¥ 
Why, When Your Grandmother Wanted 

—General Electric (M.) 
It All Started With The Quiet Wed- 


—Inland Div. G.M. (G. C. & N.) 
The $800 Vase That Hatched From A 


Lamp Bulb... 


Democratic 


Full Employment. 


NEXT MONTH: cesmany 


Party, Allied 
Chemical & Dye, Deanna Dur- 
bin, Cigarette Paper, Western 


Auto Supply, 4th Round Table: 


On? .. + Simple...” 


—Corning Glass (B. B. D. & O.) 
“What! Play The Clarinet With Gloves 


—Daniel Hays Gloves (OD. S. & C.) 


Not Everyone Who Flies Is In A Hurry! 
—American Airlines (R. & R.) 


The World’s Most Valuable Dog! 
—Lord & Thomas (L. & T.) 


| 

| naders,” on behalf of its mustard. 

|The program will be broadcast on 
Wednesday and Friday from 6:30 to 
6:45 p. m. over five stations of the 

|NBC Blue network, beginning Oct. 
4. Chas. W. Hoyt Company is the 

| agency. 


Vox Pop Shifted 


| Penn Tobacco Company has de- 
|cided to move its “Vox Pop” pro- 
|gram from NBC to the half-hour 
| spot it recently purchased on CBS. 
Time and number of stations pre- 
viously announced remain the same. 
Ruthrauff & Ryan is in charge. 


Grove Sponsors Rathbone 


Grove Laboratories, Inc., will 
sponsor Basil Rathbone in a drama- 
tization of the exploits of Sherlock 


-| Holmes, beginning Monday, Oct. 2. 


The actor will be heard from 8 to 
8:30 p. m. over 46 stations of the 
| NBC Blue network, with a rebroad- 
| cast by electrical transcription over 
| Station WOR, Newark, on Wednes- 
|day from 9 to 9:30 p. m. Stack- 
|Goble Advertising Company is in 
| charge. 


“Dr. Christian” Renewed 


Chesebrough Mfg. Company and 
Campana Sales Company will con- 
tinue their respective programs on 
CBS. Effective Nov. 1, the former 
has renewed its contract for “Dr. 
Christian,” starring Jean Hersholt, 
for its vaseline products. The pro- 
gram is heard on Wednesday from 
10 to 10:30 p. m. over 60 stations. 
McCann-Erickson is the agency. 


First Nighter Continues 


Campana Sales has renewed its 
“First Nighter” program, effective 
Sept. 1. Broadcasting over 50 sta- 
tions for “Italian Balm” and other 
products, the program is aired on 
Friday from 9:30 to 10 p. m. over 
50 stations. Aubrey, Moore & Wal- 
lace is the agency. 


Bucaroos Ride Again 


Musterole Company returns “Car- 
son Robison and His Bucaroos” to 
53 stations of the NBC Blue network 
on Friday, Oct. 13, from 8:30 to 9 
p.m. Erwin, Wasey & Co. handles 
the account. 


Bell Ringer Back 


Procter & Gamble Company, for 
| Drene shampoo, will resume Jimmy 
Fidler’s “Hollywood Gossip” on 
| Tuesday, Sept. 12, from 7:15 to 7:30 
p. m. over 55 CBS stations. H. W. 
Kastor & Sons Advertising Company 
directs the account. 


“Tune-Up” for Ethyl 


Others returning after a summer 
hiatus in accordance with the new 
policy of CBS are Ethyl Gasoline 
Corporation and Lever Brothers. 
“Tune-Up Time,’ the Ethyl pro- 
gram, returns on Monday, Aug. 21 
after a six-week vacation to be 
heard over 59 stations from 8 to 
8:30 p. m. Batten, Barton, Durstine 
& Osborn is the agency. 


Lux Resumes Sept. 11 


On Monday, Sept. 11, Lever will 
lraise the curtain again on its “Lux 
| Radio Theater,” heard over 62 sta- 
ltions from 9 to 10 p. m. J. Walter 
|Thompson is the agency. The fol- 
| lowing week, on Tuesday, Sept. 19, 
Lever will again sponsor a full 
|hour of entertainment, from 8 to 9 
|p. m., divided between “Big Town,” 
presented on behalf of Rinso over 
65 stations, and a variety show 
|headed by Walter O’Keefe, heard 
over the same network for Lifebuoy. 
Ruthrauff & Ryan is the agency. 


Lady Esther Returns 


“Lady Esther’s Serenade,” fea- 
turing Guy Lombardo and his or- 
chestra, will return on Sept. 11 to 
its former CBS time on Monday, 
from 10 to 10:30 p. m. Another CBS 
change of time involves the variety 
| show sponsored by Philip Morris & 
| Co. which will shift on Friday, Oct. 
6, to 9 to 9:30 p. m. Lord & Thomas 
|}and the Biow Company are the re- 
| spective agencies. 


| Dunn & McCarthy Adds 15 


Dunn and McCarthy has added 15 
| stations, making a total of 87, to the 
| original list of NBC Red outlets 

promoting Enna Jettick shoes on a 
—_ musical program. 
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Sainte 
Voice of the Advertiser 
i This department is a reader’s forum. Letters are welcome. ~ 
It Won't Happen Again the women of this fair land care| ceived and distributed to some 20,- 


Says the “Monitor” 

To the Editor: In your issue of 
July 31, you published a letter from 
Mr. Aaron Shiffman, of the Picto- 
rial Press Service, Kansas City, tak- 
ing The Christian Science Monitor 
to task for having published, in an 
advertisement, a very ancient air- 
plane view of Kansas City. 

Well, of course, we didn’t know 
that we had collected an antique, 
when we bought this photograph 
from one of the best-known and 
supposedly most reliable photo- 
graph houses in the country. (We 
gave credit underneath the photo- 
graph, in the advertisement.) 

Very likely we should have 
known, as Mr. Shiffman intimates, 
that Kansas City now has half-a- 
dozen big and beautiful modern 
buildings that were still in the land 
of dreams when that venerable pic- 
ture was taken (not to mention the 
airport.) But we apparently didn’t 
know it—even though most of us 
belong to that up-and-coming, 
highly-progressive group of Bos- 
tonians who have been west of the 
Hudson River. 

We are sorry. We are mortified. 
We do not think it was in the least 
up to ADVERTISING AGE to check up 
on the picture. We have learned 
a lesson, anyway, and we shall be 


a lot more careful, in the future, 
regarding the up-to-dateness of the 
photographs we use. 


NorMan S. Rose, 
Advertising Manager, The 
Christian Science Manitor, Bos- 
ton. 
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Distribution of Rural 
Counties Misleading 


To the Editor: I think you did a 
fine job in connection with the agri- 
cultural situation in your issue of 
Aug. 14, and wish to compliment 
you upon it. 

I was a little concerned about the 
double spread showing the outstand- 
ing rural counties in the United | 
States. As I interpret this map, 
knowing what I do of the territory 
which does not appear to be dis- 
tinctly rural according to the map, 
it means that those counties which 
do not have enough agricultural 
wealth to support one or more good 
sized cities or support a large county 
seat are the dominantly rural coun- 
ties. It does not in any manner 
measure the purchasing power or 
the agricultural wealth of a county 
unless it is figured in reverse. 

What I am trying to say is that 
the rich agricultural county usually 
has developed within it a fairly 
large county seat and perhaps one 
or two other good sized rural vil- 
lages. Where the agricultural wealth 
or income of the county is small, 
unless a city develops because of 
some great industrial reason, the 
towns and villages are small. 


Dave THOMPSON, 
Associate Editor, The Prairie | 
Farmer, Chicago. 
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Iowa Editor Rebukes | 


“Mere Man’‘s” Comment 


To the Editor: The following edi- 
torial, based on some recent com-| 
ments in your editorial columns, 
must be good—it has been reprinted | 
in so many Iowa weekly news- 
papers: 

“Surprising as it may seem, the| 
first opposition we've seen to the re- | 
turn of the bustle as an article of | 
feminine attire comes, not from the | 
women, but from the advertising | 
men. 

“This opinion as expressed in the 
ADVERTISING AGE is that ‘good fash- 
ion should be based upon sound 
psychology—it should be in keep- 
ing with and reflect the times ... 
fashion designers might well im- 
prove their product by 
the world of today instead of reach- 
ing into the grab-bag.of bygone 
generations for their style inspira- 
tions.’ 

“Ahem, yes! But does the mas- 
culine writer of those lines think 


studying | 


what he thinks about bustles or 
crinolines or any other reminis- 
cences of the ‘bygone generation?’ 
We assure him, they don’t! 

“No one thought that femininity 
would ever fall for the atrocities 
that have been passing for hats 
these past few months. They were 
and are the styles that were worn 
back in the eighteen seventies. But 
the women folks have gone for 
them in a big way 70 years after 
they were considered stylish. 

“It does seem as if the weaker 
sex has become so accustomed to 
freedom of dress that she’ll never 
permit fashion centers to hang a 
bustle onto her any more than she 
would wear bangs! 

“But you never can tell. Don’t 
pass judgment until you see the 
first scenes in the merchandising 
drama of reselling bustles to the 
feminine world.” 

WILLIAM C. JARNAGIN, 

Editor, Storm Lake Pilot-Trib- 

une, Storm Lake, Ia. 
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Seeing Stars 

To the Editor: This New Haven 
Evening Register makeup combina- 
tion hit me between the eyes. Guess 
Hennessy thinks seeing three stars 


yl 
a rf 7 
about 
nae 


HENNESSY 


COGNAC BRANDY 


Se e-) 


makes for 


gaiety, 
something. 
doesn’t believe in stars, but I still 
make a wish on the first star if I 
spy it early enough in the sky. 
ApvELA J. LANDAU, 


happiness or 
Savitt’s apparently 


The Joseph 
New York. 
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A Break in Reverse 


To the Editor: T. E. McLaughlin 
of The Saturday Evening Post is 


Katz Company, 


|rather proud of his magazine’s tim- 


ing of articles to anticipate events, 


|but I remember several years ago 
when one of its advertisers, Burgess 


B batteries, broke a color spread 
with the boast that the Shenandoah 
dirigible was using this battery, just 


as the ship broke in half in Ohio. | 
| That was a pretty bad break, n’est- 


ce pas? 

J. B. MILcrRaM, 
Manager, J. F. 
Inec., Brooklyn. 


Advertising 
Trommer, 


— a oe 


Recalls “Gold” Theme 


of 15 Years Ago 

To the Editor: Your current con- 
troversy relative to the origin of 
“Gold is where you find it” un- 
derrates slightly the antiquity of 
this golden phrase. 

Some 15 years ago, while re- 
posing in the shadow of the Rocky 
Mountains, one Ed Hunter, at that 
time advertising 
Shwayder Trunk 


Company, con- 


manager of the) 


000 dealers throughout the coun- 
try, the attached mailing carrying 
date of Dec. 5, 1926, which gave 
birth to the theme “Gold is where 
you find it.” 

Since that eventful date, Ed 
Hunter has located gold, and now 
enjoys a substantial ownership in 
one of Denver’s leading agencies. 
His successor in interest—Yours 
Truly—is vigilantly, but up to the 
present time hopelessly, conducting 
a search. 

JOEL D. ROSENBLUM, 
Advertising Manager, Shwayder 
Brothers,, Inc., Denver, Col. 
[Editor’s note: The “gold theme” 

copy in the circular submitted by 
Mr. Rosenblum reads as follows: 
“‘Gold is where you find it’—this 
is the philosophy that drove the 
old prospectors from mountain to 
desert and back again in search of 
the precious metal. Sometimes 
these old prospectors stumbled upon 
a pocket filled with solid gold nug- 
gets—a ‘glory hole.’ Of course you 
can’t take a pick and shovel, pack 
up a burro, and go out hunting for 
gold. But you can, without leav- 
ing your desk, open up a ‘glory 
hole’ of your own simply by look- 
ing over the offerings inside this 
folder and selecting the ‘nuggets’ 
that appeal to you most.’’] 
v v v 


Another Claimant 


To the Editor: I notice that three 
advertisers in as many weeks have 


claimed parentage in your letter 
columns of “Gold is Where You 
Find it.” 


Just to make the historical record 
complete, enclosed is a promotional 
mailing piece used by KPO to sell 
the northern California market to 
national spot advertisers last spring. 
To be different we used as a head- 
line “It’s Where You Find It’— 
then sprinkled a flock of “gold” 
flakes inside the fold in case the re- 
ceiver didn’t get the point. The 
staying power of this printed piece 
has been remarkable—prospects are 
still being reminded of it today as 
they brush the flakes out of their 
pockets, drawers, blotter pads et al. 


RosBert J. MCANDREWS, 
Sales Promotion Manager, Na- 
tional Broadcasting Company, 
Inc., San Francisco. 
v v v 


It's a Hard Life 


To the Editor: Not only is the 
FTC giving everyone the _ jitters, 
but now along comes John Public 
to add to the menace. 

In our radio spot announcements 
we describe our special feature 
services and end the message with 
the words “Free Pickup & Delivery.” 
We take every precaution to keep 
our messages truthful and free from 
even the subtlest statement that 
might constitute a misrepresenta- 
tion ... yet we had to delete the 
old standard “Free Pickup & De- 
livery” from our broadcasts. 

Several tuner-inners misconstrued 
that harmless statement to mean we 
were offering our featured services 
FREE which, as they learned, was 
not the case! 

So... henceforth we must “cease 
and desist from inferring by direct 
statement” that our special services 
are free. The aspirin, please. 

D. E. ANDORFER, 

Advertising Dept., Baxter Laun- 

dries Corporation, Grand Rap- 

ids, Mich. 


Just a Detail 


| To the Editor: 


| 


~ & 


You will note the 
attached advertisement of the 89th 
, Wisconsin State Fair to be held 
from Aug. 19 to 27, and inasmuch 
jas it looks attractive, some of us 
|might wish to attend. However, 
you will note that they do not even 


| give us the slightest clue as to 
jae the State Fair will take 
place, and it might take us from 
|} Aug. 19 to the 27 to locate this 
display. 

Or maybe we should know that 


state fairs are always held in the! 


WHERE IS IT? 


Attend the 89th Wisconsin 


STATE FAIR 


|25¢| AUGUST 19 to 27 | D5 e| 


The Show Window of Wisconsin's 
BUTTER and CHEESE INDUSTRY 


DAILY SPEED PROGRAM 
Seite t PASTEL) OME wile TeRee 
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= head #, Sup () 
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$50,000 IN ENTERTAINMENT 


city where the 


located. 


state capital is 


R. C. FERGUSON, 
Advertising Department, J. L. 
Ferguson Company, Joliet, II. 
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Hershey a Consistent 


Transportation Advertiser 


To the Editor: As a subscriber, I 
read with much interest your ar- 
ticle in the Aug. 14 issue of ADVER- 
TISING AGE under the caption “Her- 
shey Soap Copy Viewed as Shift in 
Long-Term Policy.” 

It has always seemed strange to 
me why transportation advertising 
is usually overlooked by your pub- 
lication, and that goes for news- 
papers too. Take Hershey as an 
example. Records will show that 
I was the man who got the first 
advertising contract from the Her- 
shey Chocolate Corporation. It was 
for a display of one-sheet posters on 
the I. R. T. subway and elevated 
platforms. The advertising com- 
menced May, 1927. Later on, I got 
a contract for display of one-sheet 
posters on the B. M. T. subway and 
elevated platforms. This advertis- 
ing commenced January, 1928. 

Hershey is still using posters to 
advertise its products in New York 
City. Poster advertising on the 


Boston elevated platforms com- 
menced Feb. 1, 1939. 
A. L. FREDEN, 

Advertising Manager, Collier 

Service Corporation, New York. 

[Editor’s Note: ADVERTISING AGE 
had no intention of slighting the 
transportation advertising industry 
in its story about Hershey adver- 
tising, and thanks Mr. Freden for 
presenting the facts. Nevertheless, 
Hershey has not been an important 
advertiser even in this medium, 
from the standpoint of a producer 
selling nationally, and has never 
been considered as a “national ad- 
vertiser” in the usually accepted 
sense. | 

vgs? 


80 Years Old? So What? 


To the Editor: William Bruck- 
mann, president of The Bruckmann 
Brewing Co., Cincinnati, O., wishes 
to advise Mr. Alan Allyn, of Rosette 
& Hartwig, Inc., in his letter to the 
editor regarding the 80th birthday 
of the Peter Doelger Brewing Cor- 
poration, that The Bruckmann 
Company is now enjoying its 83rd 
year of continuous brewing. 

The Bruckmann company was 
started by the grandfather of the 
present owners in 1856, in the 
month of January, and has never 
shut down, continuing throughout 
prohibition, brewing cereal bever- 
ages commonly known as near beer. 
The books of the original owner 
were kept in German, and some of 
them were lost, and thus the exact 
January date of the start is not 
known. 

The original head of the company, 
John C. Bruckmann, used the name 
Rhinegold as his trade name, which 
is now used by several breweries 
in the United States. There were 
no copyright laws then, but with 
full knowledge of the first use of 
this trade name in the United 
States, the third generation has 
dropped it and uses the trade name 
of Brucks. 

The company has several em- 
ployes who have been employed 
continuously for 50 years; a large 
number with more than 25 years 
service, and about twelve father 
and son combinations. 

B. F. FAULKNER, 
Cincinnati, O. 


NOTE FOR YOUR 


Dear Sunset: 
Sunset Magazine in which 


attention to us. 


This is the 


reached us in far 
other write-ups 


| 


some Thursday or Friday 


Papa and Mama Gravander 
(ood food, 


reservations 


in over 225,000 


homes. 


Lane Publishing Co +76 
Los Angeles, 426 South Hill: New York. 
Chicago 75 ) Wacker Drive 


evening 


| 

| 

| 

ible car out to 2106 Pacific 
' 

| 

| formal evening of folk dancing. 
| 

| 


Guide, Philosopher & Friend 


Western 


sacramento Street, San 


Detroit 710 


SUNSET 
ee 


SAN FRANCISCO VISIT* 


Even since I received the copy of 
you wrote of the weavers 
of the West I have wanted to thank you for your 


second time that Sunset has mentioned 
us and both times the comments from readers have 
greater numbers than from 


any 


Valborg Gravander 
Swedish Applied Arts 
San Francisco, Calif. 


take a Jackson St. 
On those evenings 
abandon looms for 


Avenue, 
(above) 


swedish culinary accomplishments and old world costumes. 
bright fires and candle light, and a jolly in 


ill for $1. But phone for 


| 
Jo ces eonve 


il 
[at 


Francisco, Calif. 
551 Fifth Ave.; Boston, Old South Bldg. 
Stephenson Bldg. 
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ent-day soaps with their ‘lye con- | four wheels.” He also points out|clerk in a department store about | “has presented soap as a safe indis- 

DOUBLE MONEY BACK | tent’ plier ol run off the is ‘that followers of Consumers’ Union | the fatty acid content of any soap,|pensable commodity, which it is, 
‘and that we might return to making | reports, studying the soap ratings|or its free alkali,” he asks. “Andj|and has abetted and encouraged its 
soap ‘in the good old way’ on the| recently published by this organiza-|the clerk answers, “Madam, this | use, obviously to the public’s bene- 
/kitchen stove as did our grand-| tion, ought to realize that the source | soap is guaranteed to contain 90 per | fit. 
| mothers.” lof private brand soaps in a com-|cent anhydrous soap and not to ex- “If it has exaggerated the bene- 
| Mr. Mack also sees humor in the| petitive market is highly variable.| ceed 0.02 per cent in free alkali. fits of soap, we feel that it has still 
|story which Fortune published re-|Thus this list of “best buys” may | Its lauric acid content has been held | clung far closer to the truth than 
/cently on the Procter & Gamble} be without meaning a month from/to a minimum, sufficient to assure | those who write of ‘lye, acids and 
| Company. In this article it was/| now. \free lathering properties, but not | other corrosive substances’ as as- 
said: “Soap is essentially a com- | |high enough to irritate your lovely | sociated with soap.” 
modity that can be made on any- |pink skin. I ener gro an caiiiaanaitaiaes 
/one’s kitchen stove and the manu- And even if the advice given con- a quick squint that its content of | : : 
-- |facturing processes are pretty well|sumers in the variety of informa-|lauric acid is not higher than 10 per | Woolley Joins Reichner : 

| standardized throughout the indus-|tion offered them is satisfactory,| cent. At six cakes for two-bits, it’s| C. S. Woolley, formerly with 


Advice Meaningless 


| try.” Mr. Mack emphasizes that most/a steal, and I suggest that you |e > hag, Hen oo 
| In return, Mr. Mack reminds For- | consumers would have to take along | stock up.’” Sisson Waiciear 4 ri a vork. 
| tune that “an automobile is also a portable laboratory when pur-| Aiivestetes Met Go Bet as an account executive. Mr. Wool- 
| essentially a commodity that might | chasing soap in order to make ade- | ; ley was previously associated for 
be made in anyone’s backyard from | quate use of this information. Mr. Mack concludes with a trib- | 


ve : 18 years with Batten, Barton, Dur- 
‘old pieces of wood and iron and “Imagine any housewife asking a| ute to advertising which, he says, stine & Osborn, New York. 
} -- $$ — — = = = — = = ~ —_—_——— 
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Five-column advertisement in Harrisburg 

papers which used the news theme, tied 

up with a double-your-money-back offer, 
for concentrated Super Suds. 


Sage % ' ; oe re 
. Ce al “aa : i — \ ‘ 
SS = MA E Eo ‘ P 3 ee Me 
= sen ie ors " as ee Leen SPO Gage. ee, wer i 
mart - ee ai * rs « ee 3 ~ 
; s xe oh ald oe . 
Pe i § eee : ‘sad J ~ -MALLLLL ; 
: ‘ OF yas RARSIIETT © 
" ti . = - wre 
aa 3 4 ” 
~ — : - — ~ - ss 
k ’ a . 
ere Ferris = 
ee 
. f “ 
“ 


a4 


Compared to ‘Drool’ 


of Columnists 


Writer Finds Variety 
of ‘Advice’ Confuses 
Many Consumers 


LEisiaT 
J ifiaaa 


New York, Aug. 22.—Soap adver- 
tising may have its faults but it 
ranks higher in truth and con- 
, sumer-helpfulness than does most 
of the editorial comment published 
ibout soap, according to Preston 
Mack, author of “Soap in the Pub- 
lic Prints” which appeared in a 
recent issue of Soap and Sanitary 
Chemicals. 

“Although soap advertising has 
been pilloried time and again by its 
critics, especially by some of our 
government officials inspired with 
righteous indignation, and in too 


many instances has deserved the M oO P E 
chastisement, it has on the whole ai a tha ri 
been a far more accurate repre- re ers 
sentative of soap in the public 
prints than has the great bulk of 
the drool contributed by editors, | = o 
columnists and other writers,” Mr. | any National Magazine! 
Mack remarks. 

Columnists, particularly those 
who write on beauty and health, | ° e : : 
are singled out by Mr. Mack as the) Im Seattle, one family in every four reads The Family Circle... 
worst offenders. “They tell,” he| 


says, “how certain soaps will bur-| every week. No national magazine—weekly or monthly — provides 
row into the pores of the skin, very; ™ pte 


gently of course, and dig out the} @ more penetrating coverage of Seattle’s 101,000 families. 
pore-clogging dirt, while other 

soaps will merely slide off the skin 
without even a side glance at the 


hadlie Obtainable only in important chain groceries, located mostly in 
pores. And to wash the hair with 


‘ordinary toilet soap’ is to invite 


peer wats big cities, The Family Circle’s coverage is naturally heaviest in Coverage of —_ Sete by leading 
these “evengapelee baci wre <u" Gmportant urban markets, where sales volumes are greatest, THE FAMILY CIRCLE —-24.8% 
slink ‘Gap aoe oe dias nd | distribution costs lowest. ee —— eee 
inder into the field of fancy. | penny oh maa aan 
| wate cane ae nal And because it is made available only to active shoppers... prac- ery ae oe 
ecommendation of one of thes tically all of them housewives . . . The Family Circle delivers to Weekly Magazines ; 
s the expressed wish that Pres-| You the best customers in these best markets . . . substantial foam eine aan 
| middle-class folks whose genuine liking for this magazine has — 19.0% 


| Ww T f G been demonstrated in 32 separate personal-interview studies. 
| WORCESTER, | 


In these cities of 100,000 population or 
| MASS. 


as , , The Family Circl ' 
| For these 1,400,000 best-customer families, a campaign of 13 Sameuinaniien rn i gg 
peta gh egy full-page advertisements costs $36,400 . . . which is just a tiny Cleveland Richmond 
land and a primary Dallas Sacramento 
example of station fraction of the number of dollars they will spend for your product. Denver Salt Lake City 
loyalty. a El Paso San Diego 
Fort Worth San Francisco 
Little Rock Seattle 
THE FAMI | a Spane 
NBC BASIC RED NETWORK > Oklahoma City Tacoma 
—> , s 33 Omaha Tulsa 
YANKEE NETWORK | Every reader a customer - ~~ 
EDWARD PETRY G&G CO., Inc. NEWARK NEW YORK CHICAGO SAN FRANCISCO * Portland, Ore. Wilmington 
National Representative yi 
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Complete Text of FTC Complaint 
Against “Good Housekeeping” 


Washington, D. C., Aug. 22.—The full text of the complaint made 
public yesterday by the Federal Trade Commission against Hearst Maga- 


zines, Inc., and Good Housekeeping, follows. 


complaint, not given here, are devoted to routine review of the owner- 
ship of Good Housekeeping, the issuance of seals by the publication, and 


its operation in interstate commerce: 


PARAGRAPH THREE kor the pur- 
pose of inducing the purchase of the 
various articles advertised in said mag- 
azine, and thereby stimulating advertis- 
ing in said magazine and the circulation 
thereof, the respondent has engaged in 
the following acts and practices 

(a) For several years immediately 
prior to and until Jan, 1, 1939, respond- 


ent operated a shopping service through 


which readers of its magazine could and 
did purchase various articles of mer- 
chandise which were advertised in Good 


Housekeeping magazine. Orders for such 
merchandise when received, were 
ferred to the manufacturer of, or dealer 


in, such advertised article, who shipped 


re- 


direct to the purchasers located in the 
Various states of the United States, the 
purchasers dealing entirely through the 
aforesaid shopping service This shop- 


ping service was advertised as being a 
free service for the convenience of read- 
ers, when in truth and in fact, Good 


Housekeeping received substantial com- 
missions from the sellers on all mer- 
chandise sold, amounting to 5% or more 
of the purchase price. 


Every Product Guaranteed 


each 
mara 


(b) Respondent 
issue of its 


publishes in 
Housekeeping 


Good 


zine, numerous claims and statements 
that it guarantees “EVERY product ad- 
vertised in Good Housekeeping” and that 
every product is guaranteed as adver 
tised Throughout respondent's Good 
Housekeeping magazine this alleged 
muarantes featured in large display 
type, in connection with numerous state- 
ments with reference to the testing of 
the various products advertised in said 


magazine, in 
and imply 


such a import 
that said Good Housekeeping 


way as to 


magazine guarantees all products adver 
tised in its pages to be as advertised 
and that they will perform as adver- 
tised 

(c) Throughout its advertising pages 


appears the foot-note EVERY product 


guaranteed as advertised ee pare 6 
On page 6 of each issue printed in 
much smaller type than that used for 
the featured statements as to the guar 
antee, in an inconspicuous way, the fol- 
lowing limitation on the general guar- 
antee 

This is your guarant If vou pur 
chase any product advertised in this 
issue of Good Housekceping within one 
year from its date and find the product 
unsatisfactory ve will carefully inve 
tigate your complaint and if the product 
is defective it will be replaced or your 


money refunded.” 


Information for Consumers 


(d) Respondent also publishes in each 
issue, usually under the title “Consum 
ers’ Forum,” which appears customarily 
within the first ten or twelve pages of 
the macazine, an article of interest to 
consumers, in which is stressed the serv- 
hee rendered by flood Housckerping 
magazine in testing articles offered for 
advertisement and guaranteeing the 


product of accepted advertisers Typi- 


cal of such statements is the following, 
printed in the February 1939, issue of 
tiood Housekeeping 
‘In it April issue of 1902 Good 
Housckeeping announced to its readers 
that from that date on it would guaran- 
tee all the advertisements printed in its 
pages It publicly assumed full re- 
sponsib t\ both for the satisfactory 
quality of the merchandise and the es- 
sential claims made bv advertisers 
te) The ondent also issues a Seal of 
Approval Cellinotical in form, containing 
the word Tested and Approved a 
eut of a star, followed by a serial num- 
ber), whiel issued by a division of 
! ] a t a genut ! (j00d Hou ekeep 
l titute fer mited ela of 
| duct egedl t edste establish 
hie el t d ‘ a t} job 
dled ad it f tor ery ‘ 
fe f e 1 t expected 
a rod t I} te neg yee 
at ] ‘ fi ad ote mechar 
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ed 1 Institute i the 
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of the seal issued by the Institute ex- 
ept that where the Institute seal uses 
the words “By Good Housekeeping In- 
stitute,” the seal of the Bureau shows 
it is issued “By Good Housekeeping 
Bureau After approval by the Bu- 
reau, the manufacturer of such product 


is given the Bureau's certificate of ap- 
proval, practically identical with that 
issued by the Institute (omitting, how- 


ever, the requirement to service the 
product and adjust complaints), and is 
granted the right to display the official 
seal of the Bureau in connection with 
all advertising or merchandising of said 


product Like the seal of approval is- 
sued by the Institute, it is not neces- 
sary that the user be an advertiser in 


Good Housekeeping magazine, 
(2) In the packaged 
the respondent seal of approval 
in the same form as above, 
except that the word “Recommended” is 
used instead of the words “Tested and 
Approved Formerly the representa- 
tion as to packaged meats was that they 
had been tested 
(h) Certain 


such as wearine a 


case of meats, 
ISSues i 


described 


und approved 


types of merchandise, 
textile floor 

within the 
scope of either the Insti 
When offered for 
Housekeeping 


! ] 
yparel 


etc., do not 


overings, Conte 
official testing 
tute or the Bureau 


advertisement in Good 


magazine, they are allegedly checked in 
general for quality, serviceability, and 
with respeet to their advertising claims 
When accepted for advertising in Good 
Housekeeping, they are covered by the 
so-called “Guarantee” of Good Howse 
keeping. Such advertisers have the right 
to use an emblem not in oval form, con 
taining the words “Cjuaranteed as Ad 
vertised in Good Housekeeping Maga 
Tine 
Based on Investigation 

(i) The guaranty issued by the re- 
sponudent is not in all instances the re- 
sult of a scientific test of a product, but 
frequently is based upon general inves- 


tigation thereof by a staff member. In 
such cases, where the advertiser is cur- 
rently advertising in Good Housekeeping 


magazine, such advertiser is given per- 
mission to use the guaranty He is fur 
ther authorized to use the phras. 


“juaranteed hy Good 
Advertised Therein” o1 


Housekeeping as 
“Guaranteed as 


Advertised in Good Housekeeping en 
Closed in the form of an emblem = Cpre- 
vided such emblem is not in the shape of 
in oval and does not contain a tar) 
which may be affixed to the merchandise 
itself or to labels, tags, containet dis 
play or descriptive material, or cor lner 
idvertising 

(})) Because of the similarity of the 
verbiage and the universal use of the 
lane “ood Housekeeping in all of 
the aforesaid seals and symbol nian 
of the purchasing and consuming public 
are, or may be, confused and misled into 
the belief that all products bearing any 
of the several seals have been scientifi 
cally tested and are guaranteed by Good 
Housckeerping Magazine 

(k) The respondent enters into a eo- 
operative merchandising agreement with 
Various manufacturers of women's weal 
ing apparel and a number of lara: 
department stores of the countrys In 


arrangement the 
articles in the gen 


furtherance of this 
spondent publishes 
eral table of contents 
“Fashions,” fully 


Classification of 


illustrated, describing 


some particular item or items of mer- 
chandise and the prices at which same 
are sold In these articles are listed the 
various department stores at which such 
described or pictured items of merchat 


dise may be obtained In this way, the 
particular items of merchandise are 
agreed upon monthly by their maker 
and vendor and are nationally featured 
and widely old Im sore ise tores 
ria ke window display showing he 
models as featured in Good Housckeep 
ig magazine, together with a large 
wster, at the side of whiel << a repro- 
duction of the article published and a 
sign prominently displaved, “As Seer 
(iood Hea eherping 
Issued Annual Directory 
(i) The respondent also pub hed al 
nually, unt and including 1936, a [i 
rectory oft (sunranteed Merchandise 
whiel t distributed throughout the 
United State TI) director listed all 
product advertised n Giood Ho sekeoep 
g magazine during the preceding vear 
And Wa described a \ Sale Manu 
ind Relial Buvineg ¢juide Preceding 
the ndex to the guaranteed merchandise 
“ et fort (ood = Housekerpi 
(juaranty te t tend eubstantialls 
‘ Ppear nh page ¢ f en j © « 
igi te t 
! the definite prevdie of fiood 
i eheeping 1! the ve ms 
istwor ma 1 il I i 
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if \y ul ise al product adver 
‘ sue of Good Ho sekeep 
ear fro ts date and 
fina ‘ d t we atisfaectory we Ww 
ire ‘ 1 it your ’ ! l 
t onal t detective t wi ve ‘ 
aced «a i rheete efunded 
Products which come within the test 
re one of Good Housekeeping I t 
‘ (jon | ise keening Bureau must 
be tested and approved before the, 
Oye 


Paragraphs i and 2 of the | 


|and 


these products in Good 
Housekeeping may use the Bureau or the 


vertisers oft 


justified.” 


Statements Listed 


of guaranteed 
such as 


are 


mer- 
the 


In said directors 


chandise appear statements 
following 
“Women prefer to buy products ad- 


vertised in Good Housekeeping because 
they know these products are depend- 
able and Good Housekeeping itself guar- 
antees them.” 

“Merchants everywhere report, ‘No 
matter how well a product is known, it 
sells better when we tell our customers 
that it is guaranteed by Good House- 


keeping 
“Ee 
this 


listed in 
customers 


you stock 


directory 


the products 


and tell your 


these products are guaranteed as adver- 
tised in Good Housekeeping, you will 
inevitably find selling easier. And you 
will inevitably make more sales.” 

“This isn't mere theory It's a fact 
that has been confirmed times without 


number by merchants handling all kinds 
of merchandise.” 

‘*Here is an example’, says the sales- 
person, ‘of the care Good Housekeeping 
takes to make sure that all 
it advertises satisfactory in quality 
and will do what they claim to do. Every 
cosmetic advertised in Good Housekeep- 
ing has tested with the care 
thoroughness. You see 


are 


heen sanee 


why you 


leant possibly go wrong when you buy a 


cosme+tia Giood Housekeeping adi 
tiaes.’ ”’ 
Suggestions for Tie-up 

“Because women everywhere believe 
that Good Housekeeping’s Guaranty 
a sure guide to satisfaction in buying, 
smart merchants find it pays to. tie 
their own advertising up with Good 
Housekeeping. Ways in which this can 
be done are shown on these two pages 
and on page 20 Select) products from 
this Directory to feature in your news- 
paper copy List this merchandise in 
your advertisements with a caption like 
the following 

“Good Housekeeping advertises only 


products it has proved by actual test or 


other examination are good value and 
Sine fo give satisfaction to the pur- 
chase) We feature the following prod- 
ucts—all Guaranteed as Advertised in 
Good Housekecping You can buy any 
of them with full confidence that you 
are getting your money's worth’ ” 

‘The cosmetics listed in these page 
“ure the cosmetics your customers prefer 

“Why should they 

“Because they know that Good House 
keeping will not accept the advertising 


of any cosmetic preparation which con- 
tains harmful ingredients or which can 
not perform what it promises.” 

“Is a cosmetic safe to use? Will it 
perform what it promises’? It's the job 
of the Bureau chemist in cooperation 
with the experts of the Beauty Clinic 
to make sure before the product is ac 
veepted for advertising in Good Howse 
heeping.” 

“They satisfy themselves that the 
jualitv of the ingredients is satisfactory 
ind that these same ingredients will 
nable the product to do what it claims 
to do 

Clothes and accessories offered to, 
Giood Housekecping for advertising are 
checked for style and wearability be- 
fore the advertising is accepted This 

cludes technical examination of such 
factors as color-fastness, launderability, 


quality of materials 
and verification of 


article 


and workmanship, 
special claims for the 
practical trying-out by 


Histo oA 


wear squads’ of women 

Remember (food Housekeepina is 
today the buyine guide for more than 
P OOO HOO women 


Testing Facilities “Misleading” 


rARAGRAPH 
of the various 
and 
nent 


FOUR (a) 
forms 6f seals authorized 
tted by the several depart 
if Good Housekeeping MAKAZING 


coupled with the various 


The ise 
per 
and 


iring throughout ar 
advert ng matter in 


assurances 


representations apy 


ticles and Good 


Housekeeping magazine, with reference 
to the testing facilitie and the extent 
to which they are used by Good House 
keeping for the protection of its readers 


the 
mislead and 
substantial portion of the pur 
public the erroneous belief 
that all § artiel advertised in Good 
Ho gazine, or articles 
“ ch bear the seal in one of its 
entifically 
prope \ eonstituted il 


Ome testing department of 


and has tendency 


and 


calculated to 
nd capacity to does 
deceive “a 
chasing into 
sekeeping n 


been s« 
oratories Dy 
Good Houase- 


keep 7 WMARAZING 


ib) In truth and in fact, all the ar 
les advertised in Good Housekeeping 
magazine, and all the articles carrvineg 
‘ il 1 seals authorized by Good 
Housckerping Awazine have not beet 
tested ind apnroved bv an scientifi 
la itery ind he re " dei rata re 
ifticie ad ose te ende ‘ ric 
magazine and to the prospective pur 
chaser f the article wivertised, that 
there is a difference n the eals is 
result of which such persons are led to 
believe that all such seals carry the 
surance that all article ave heen it 
jected te full testing T ‘ i ead 


by the resnondent 

PARAGRAPH FIVE: (a) The use f 
statements is that 
publicly assumed full 
both for the satisfactory quality of mer 


and the essential claims made 


suct espondent 


responsibility 


| Called 


cosmetics | 


9 . j 
ments, all of which are emphasized and | 


featured, is calculated to, and has the 


Institute Seal of Approval in their ad- | tendency and capacity to, and does, mis- 
| vertisements. lead and deceive a substantial portion 
“All other products are carefully ex- | of the purchasing and consuming public 
amined and investigated by competent into the erroneous beliei that the guar- 
experts anty covers the advertised performance 
“Good Housekeeping, further, exam-|of such merchandise. 
ines every advertisement offered to it | . 
for publication and makes every effort Claims Guaranty Limited 
’ s , ts i sS é "le = | , 
to assure itself that essential claim (b) In truth and in fact. the so- 


‘(juaranty,”” is actually limited 


by its terms to a mere warranty of 
|the physical construction or chemical 
composition of the product itself, with 


replace or refund if, 
after complaint, Good Housekeeping 
deems such product “defective.” 
PARAGRAPH SIX The authoriza- 
tion of certain seals reading, ““Guaran- 
teed by Good Housekeeping as adver- 
tised therein,” in the advertising pages 
of Good Housekeeping magazine and in 
various other consumer advertising, 
labeling, ete., is calculated to, and has 
the tendency and capacity to, and 
mislead and deceive members of the 
purchasing and consuming public into 
the belief that such articles 
so advertised, or labeled, are fully guar- 
inteed by Good Housekeeping magazine. 
Such used, with the knowl- 
edge and consent of Good Housekeeping 


an agreement to 


does, 


erroneous 


seals are so 


magazine, that they do not sufficiently 
disclose to such prospective purchase! 
or consumer that the only guaranty cov- 


ime oh i \ tem < ; ‘s ™ ‘ ‘ a ; ‘ eos “ + 
20 ADVERTISING AGE August 28, 1939 
be advertised in Good Housekeeping. Ad- | by advertisers’ and other similar state- | when, in truth and in fact, such dresses 


and other wearing apparel were com- 
posed of rayon, or fiber other than silk. 
Among and typical of such misrepresen- 


| tations are the following: 


| 
| 


In the June, 1937, issue of Good 
Housekeeping, in the style article en- 
titled “Fashions” there is illustrated on 


page 73 a costume described as “Printed 


| silk culottes by SPORTSEMBLE"; in 
the May 25, 1937, “Preview” sent by 
Good Housekeeping to retailers, de- 
scribing the dresses to be featured in 


ering said products is a money-back 
guaranty of Good Housekecping maga- 
| zine, 

PARAGRAPH SEVEN: The afore- 
|} Said seals and certificates of approval 
|} have been so greatly publicized over a 
long period of years, together with the 
}collateral advertisements and _— state- 
|ments made in connection therewith, 
that there has been engendered in the | 
minds of the purchasing and consuming 
public a belief that whenever any one 
of them is found on an article, or used 


advertising of 
itself is 
tested and 
claims it to 
advertiser 


with the 
the article 
been thoroughly 
to be as its advertise: 
perform as its 


in connection 
such article, 
which has 
found 
be and to 


claims it will perform and that, failing 
such, the buyer thereof will be guaran- 
teed against injury or loss 

| PARAGRAPH EIGHT The practice 
| of permitting the use of various seals 


| by advertisers in periodicals other than 
Good Housekeeping and in other adver- 
| tising, is calculated to, and have 


la tendency to mislead and deceive mem- 


does, 


one | 


the forthcoming June Good Housekeep- 
ing, and sold by various department 
stores, is the same illustration just re- 
ferred to, with the following represen- 
tations: 

“Silk 


look 


Culottes have 
These Sportsemble 
smart burgundy and white 
350 Broadway, N. Y. C.” 

Whereas the culottes pictured and 
all Saqui and Company Sportsemble 
Culottes were composed wholly of rayon 
and contained no silk whatsoever. 


Cites Cosmetic Claims 

PARAGRAPH THIRTEEN: Respond- 
ent has permitted the publication in its 
advertising pages of various advertise- 
ments, advertising products that were 
purportedly tested and guaranteed by 
Housekeeping, Which contained 
grossly exaggerated and false claims 
for the products so advertised and pur- 
portedly guaranteed Among and typi- 
cal of this type of advertising were ad- 
vertisements for products for which the 
following claims were made: 

(a) A preparation alleged to have a 
vitamin content which would feed the 


desirable dressy 
Culottes are 
silk; Saqui, 


Good 


capillaries and furnish nourishment to 
the skin; that it contained a life-giving 
element essential to the color and tex- 
i'ture and that with its use dryness, 
wrinkles, coarse texture would disap- 
pear and youthful freshness would be 
| swiftly restored, when in truth and in 
fact the product contained no such quali- 
ties; 

(b) A preparation through which 
the reader was advised she could “Wash 
Sunlight into your Hair with New 
Shampoo and Rinse” that she could 
bring out the full radiant loveliness of 
blonde or brown hair and that it washed 
the hair two to four shades lighter and 
brought out the lustrous golden sheen, 
the alluring highlights that make he 
so attractive In truth and in fact, the 


preparation contained no such qualities; 
(c) A bath powder which the manu- 
facturers claimed would make the body 


bers of the purchasing and consuming | beautiful easily and quickly, would 
| public into the erroneous belief that such | Cleanse the pores as they could not 
articles are advertised in Good House- | otherwise be cleansed and make skin 
keeping magazine and are subject to, | imperfections disappear and the body 
and covered by, the guaranty contained | take on new loveliness, when in truth 
therein, when in fact the copy for many | and in fact the preparation contained no 


such advertisements is neither submitted 
inspected by Good House keeping 
publication 


to nor 
prior to 
Seals for Non-Advertisers 
PARAGRAPH NINE 


permitting and urging 
eee 


The practice of 
the use of the 
advertisers and 
advertis- 


various formes 


non-adyertisers in describing, 


ing and labeling their products, places 
in the hands of such persons a means 
and instrumentality whereby members 
of the purchasing and consuming public 
are led to believe that all the statements 
in such advertising or representations 
are true and that said merchandise is 
fully guaranteed by Good Housekeeping 


or one of its various divisions, when in 
| fact, many of such statements and rep- 
resentations are false, misleading and 
untrue, and not guaranteed by fiood 
Housekeeping 

PARAGRAPH TEN: The use of the 
Various seals, representations and guar- 
anties, together with statements appear- 
ing in various articles, principally under 
the heading of “Consumers’ Forum,” is 
| calculated to, bas the tendency to, and 
does, mislead and deceive members of 
the purchasing and consuming public 
| into the erroneous belief that Good 
| Housekeeping verifies special claims 
made for an article, and accepts for 
advertising and advertises only those 
larticles that will perform what is prom 
ised for them and do what it is claimed 
they will do 

PARAGRAPH ELEVEN: Through the 
use of the cooperative merchandising 
arrangement between the respondent and 
the various manufacturers and adver- 
tise! together vith the operation of 
the hopping service bv the respondent 
company, and in its advertising gener 
ally, the representations in which are 
purportedly guaranteed, the respondent 
acting n conjunction and cooperation 
| with the manufacturers, advertisers, and 
distributors, falsely represents the con 
tituent fiber or material of various ar 
ticles of merchandise the puritv and 
wholesomeness of certain food products, 
the results which might be obtained from 
the use of certain cosmetics, the remedial 
or therapeutic qualities of various pro 
prietarv medicines result obtained 
fror or the performance f Variou 
other articles of merchandise, and bene 
fits to be obtained from others amone 
its “guaranteed” advertisers Respond 
ents representations that it guarantees 
all advertisements lead its readers te 
believe that all things advertised in Good 
Housekerping are and will perform as 
advertised, when in truth, such is not 


e fact 


Content of Wearing Apparel 


PARAGRAPH TWELVE In the 


course and onduct of its business as 
ibove described, respondent in selling 
ind distributing its magazine, Good 
Housekeeping, and in selling and pro- 
moting the sale and distribution of its 
and the sale of merchandise in In- 

state ommerce, has engaged in the 


and 
Represented in adve and 

fiber content of various dress 
Clothing for women to be s 


owing acts practices 
rtisements 
cles the 


jand other 


| 


such properties ; 

(d) A which it was claimed 
would furnish an supply of vita- 
mins for the future needs of smart girls 


cosmeth 


extra 


who cared to provide against the loss 
of the “Skin-Vitamin.” The product 
would produce no such results; 

(e) A hand lotion claimed to restore 


and beauty to hands within 
The product would produce 
ne such results: 

(f) A 


pores to 


smoothness 
, 


37 seconds 
refine the 
puffiness 
sallowness to a trans- 


Claimed to 
invisibilits remove 


cosmetic 


from eves, changes 


parent delicacy co smooth and 
freshen the texture of the skin and pick 
up the contours In truth and in fact 
the prenaration would produce no such 
results 

(z) A preparation represented to have 
been brought by a Traveling Merchant 


from Bagdad for use in treating chroni 
onstipation, in which it was alleged 
there were no drue when in truth and 
n fact it did contain drugs; 
A Reducing Preparation 

(h) A reducing preparation which 
Was guaranteed ‘to ause the user te 
lose from one to three pounds the first 
week” and that users will not only lool 
better but feel better: the preparation 


had no such qualities; 

(i> A proprietary 
was claimed would 
sixty seconds and kill the 


medicine which it 
destroy pimples i: 
“nimple germ,” 


when in truth and in fact the prepara- 
tion would not accomplish the results 
claimed 

(j) A preparation for the treatment 
of inflamed eves which was allegedly 
endorsed by 6,000 eyesight specialists 
when in truth and fact the said pre] 
aration had not hee endorsed as adver- 
tised 

(k) A butter featured as containing 
fine cream and “all its country sweet 
ness wher truth and in fact some 
of the butter was uund to be, in whole 
or i part, composed of decomposed or 
putrid animal or vegetable substance 

(1) A butter which was advertised 

of the highest quality, with a score 
of 93, when in truth and in fact it w 
shown that some of the alleged butt 
contained less than 80 per cent by 
weight of milk fat, which is the 1 
num required for butter 

(m) Raisins which were advertised as 
‘California finest the most tende 
meaty full-flavered raisins you ev 
tasted SOM of which were show t 
ve contained hydrocyanic acid in | 
imount which might have rendered th 


niurious to health 


in) A powder to he sprinkled 
false teet! plates for which it W 
laimed that the product “holds teet 
fir? and comfortable Make breat! 
pleasant, when in truth and in f 
the powder did not accomplish the Tr 
sults claimed 

(o) The representation by an advet 
tiser that the reader could earn an ! 
dependent income, that hundreds wer 
making big money, and that the readet 


was given an absolute warranty back 
by a $1000 gold bond when there ™ 
no gold bond or adequate warranty : 


the claims were in truth and ir 
e? sly exaggerated 
The foregoing are merely cited as 
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nples of a great many 
exaggerated and false advertisements 
ippearing in the advertising pages of 
sio0d Housekeeping during the last sev- 


ral years, with its assurance ‘“Guar- 
teed as advertised” or “EVERY prod- 
advertised is quaranteed.” 

Claims Words Blurred 
PARAGRAPH FOURTEEN: (a) In 
siling themselves of the privilege of 
wd Housekeeping to use the state- 
ent, “Guaranteed by Good Housekeep- 
y as Advertised Therein,” certain ad- 


rtisers, with the knowledge and sanc- 
n of Good Housekeeping, have caused 

words “as Advertised Therein” ap- 
earing in said statement to be so 
irred and indistinct as to be not 
idily discernible by, or perceptible to, 

reader. The said Good Housekeep- 
yg magazine, although having promul- 
ited the rule that all the words in its 
rorementioned legend shall be “in type 
sufficient size to be clearly legible,” 
‘vertheless has published, and now 
iblishes, advertisements in its own 
izes containing the authorized guar- 
uty statement where the phrase “as 
Advertised Therein” is small or 
urred as to be hardly decipherable, 
ind in some cases totally indecipherable, 
by the reader. Typical examples are to 


so 


found in the March, 1939, Good 
Housekeeping magazine on pages 107, 
80, 195, 202, 213, and 219. By per- 
iitting the words “as Advertised 
Therein” to appear in the pages of its 
agazine in violation of the provision 

respondent's rule with reference to 


the size of type, respondent acts in con- 
inction with such advertisers in mis- 
eading and deceiving members of the 
purchasing and consuming public in so 
far as said guaranty appears to be gen- 
eral and without qualification or limita- 
tion. 

(b) The use of the statement “Guar- 
inteed by Good Housckeeping as Adver- 
tised Therein,’’ even when the words “as 
Advertised Therein” are clearly legible, 
by advertisers in magazines other than 
Good Housekeeping, is ambiguous, con- 
fusing and misleading, in that many of 
the purchasing and consuming public 
may understand such statement to mean 
that the products advertised in maga- 
zines other than Good Housekeeping are 
zuaranteed by Good Housekeeping, and 
vill not interpret the phrase “as Adver- 
tised Therein” to be a limitation upon 
the general guarantee. 

PARAGRAPH FIFTEEN: The state- 
ments used in the publication and dis- 
tribution of its directory of guaranteed 
merchandise and in other advertising, 
wherein the respondent in effect verifies 
pecial claims made for the articles and 


itements to the effect that it will ac- 
advertising or issue its seal of ap- 
val only for an article that “will 
erform what it promises” and “do what 
laims to do” are misleading and de- 
tive when used under the general 
iption “Guaranteed Merchandise,” or 


milar captions, in so far as they have, 


romay have, the capacity and tendency 
to lead members of the purchasing and 
suming public to believe that the per- 


¢ is 


advertised 
fact 


ormance of such articles 
guaranteed when such is not the 


Says Public Misled 
PARAGRAPH SIXTEEN: The use 


the respondent of the aforesaid rep- 
esentations, ind practices as here- 
above set forth, has had, and now has, 
tendency and capacity to mislead 
ind deceive a substantial portion of the 
suurchasing and consuming public into 


acts, i 


he erroneous and mistaken beliefs above | 


account of such repre- 
ntations members of the purchasing 
id consuming public have been, and are 
ng, or may be, induced to purchase 
iid respondent's magazine and the mer- 
andise advertised therein in the mis- 
and erroneous belief that) such 
erchandise or was, stated, and 
that the claims in connection therewith 
ere, or are, jusiified, and thereby trade 
has been, and is being diverted unfairly 
respondent from its competitors 
ereinbefore mentioned who are like- 
-e engaged in the publication and sale 
magazines and who are engaged in 
sale and distribution of various arti- 
of merchandise in commerce 

i between the various states of the 
ted States and in the District of Co- 


forth, and on 


iKe! 


is, as 


such grossly | 


among | 


] 
| 


— 
CES Your Druggist carries 


“Vi-Delta Lederle’’ in all three forms 


TAVERN WINDOW CLEANER + TAVERN 
FLOOR WAX (PASTE) + TAVERN ELECTRIC 
MOTOR OIL + TAVERN CANDLES 


Every Tavern Product carries a 


— guarantee—by Socony- 
Vacuum and Good House- 
keeping Magazine. 


BAB-O = 


DISSOLVES THE GREASE THAT CAUSES 90% 


Murine from your druggist today. 


D222 62222. 


Murine’s six extra ingredients completely 
wash away eye irritation. Get 


* Strained from driving, sun-glare, dust, swim- 
ming, wind, movies, close work. 


PLCC CObOObObOb6666 00d 


ee 


N 


PPP PLO P LOL LLLP LOLOL eS 


OF THE SCOURING AND SCRUBBING YOU DO 


PPPPPPPPPPOPLCLLe 


in its pages 


since 1902. 


Good 
Housekeep- 
ing’s guarantee 
and the se; 

the Better 
Fabrics Test- 
ing Bureau. 


Lucusnteed by_ 


“GOOD ¢ 
HOUSEKEEPING 


*The laundry- proof 
snap fastener—that ends 
bution bother. Guaran- 
teed as advertised in 
Good Housekeeping. 


GRIPPERS for Nightwear 


belived Cieewup 


PPP PP PPPL ALPE PLCO LLLP LOL EPL OPEC 


SPBPPDPCOCOO’L CO *+4bbbbbb6b6b46 66666666606 bOOPDPOPOOOOOH 


PDD ddd 


PPPPPPLLLPOL SE 


Good Housekeeping 
has Guaranteed all 


products as advertised 


You will find this 


Guaranty in every 


issue on Page 6. 


SDD DOO. 


APRICOT A! 
APPLE SAUCE. 


ital 


PLP OCE 


+++++ +6164 6666666606000 
ee ee 


LOPES 


PPPPLPLPPLO LOLS? 


Ownwedr 


STOCKINGS OF MATCHLESS BEAUTY 


ey 


pReveNTs 
jane BiTes 


be without it. 


Guaranteed by 
6000 


AS ADVERTISED THEREIN 


SAR 


; The American Medical 
ame Association Council on 
Foods has accented Tih. 


~~ 


Amtnic BR 
meDicar 
4 re 


Re Doo 


See Good Housekeeping’s 


SPINAC 


°0 with sait(4a” 39 


peach, maize, pink, jade, dusty rose—with pil- 
loweases to match.) 


Guaranteed as advertised inGood Housekeeping Magazine 


The Gasoline 

3 Guaranteed by 

; Good Housekeeping 
; advertised therein 


Beech-Nut 
STRAINED FOODS 


Beech-Nut Packing Co., ae tnt N. Y¥. 


Advertising Guaranty—Page 6 


“GOOD HOUSEKEEPING" SEALS 


Cood Househe-ping 


o 
BERKSHIRE 
STOCKINGS 


i" 


Same 


In this layout, reproducing a variety of portions of advertising from the September issue of Good Housekeeping are numerous examples of the use of the publica- 


tion's seals, as well as of uses of the phrase, 


Prior to the August issue, this footnote read: 


| advertising dollar into that medium. 

Others to answer both technical 
and procedural queries included 
Lee Payne, Los Angeles Evening 


Newspaper Experts 
Are Queried by 


bia. As a result thereof, injury has | 4 A ] ] News; F. H. McMahon, Los Angeles 
and is now being, done by respond- OSs nge es u Examiner, and Ray F. Marx, Los 
to competitors in commerce among Angeles Times. Charles E. Arnn 
| between the various states of the Los Angeles, Aug. 22.—The Los “"9e!es- s. ‘ : . ’ 
ted States and in the District of Co- | Angeles Advertising Club put eight advertising manager of the News, 
bia. xperts “ — % tae = +, | conducted the forum. 
‘ARAGRAPH SEVENTEEN: The experts on the spot” last week in 
aid acts and practices of the re- | 4 clinic meeting devoted to ques- 
dent, as herein alleged, are all to | tions—and some answers—on long-| Two for Chappelow 
rejudice and injury of the public mooted points in newspaper : ere : 
ff respondent's competitors, and tising I . spapet adver Capitol Brewery, Inc.. Jefferson 
tute unfair methods of competi- | “!S!N8. ‘ | City, Mo., and C. Nelson Mfg. Com- 
commerce and unfair or decentive Among the queries which the ex-'! pany, St. Louis. manufacturer of 
ind practices in commerce within perts answered was the inevitable ice cream cabinets, have appointed 
one a nega of the Federal) one as to the importance of position. Chappelow Advertising Company, 
f ommisfion Ae . e_¢ - : : 
spore Walter Pfaffenberger, advertising St. Louis, to handle their advertis- 
; g manager of the Los Angeles Times, = Business papers and direct 
Manville Resigns emphasized that news makes adver- ™4#!! will be used for the Nelson 


E. Manville, Sr., has resigned 
chairman of Johns-Manville 
oration and as a director. He 
been with the company for 49 


ln Cooperative Drive 

xty New Orleans real estate 
anies and individual agents 
cooperating in a newspaper 
aign to promote HOLC hold- 
in that vicinity. 


Now John P. Kane 


n P. Kane Advertising Com- 
s the new name of the James 
es Company, New York 


~ 


; ; account. 
tising valuable and that if news in- 


'terest is distributed throughout the “Beau” to Bow _ 


paper, then all pages are good for 
an advertiser. He pointed out that Beau, a quality monthly with a | 
readers of the women’s pages in his | uaranteed controlled circulation 


of 10,000 in the Chicago metropoli- 


submit 500,000 let- : oe 
ubmit 3000 let tan will make its initial 


own newspaper 


“Guaranteed by Good Housekeeping as advertised therein.” 
in the center of the layout is typical of the emphasis given the publication's quarantee in filler advertising throughout the book. 
the new line, generally carried on left-hand pages which are predominantly advertising pages, 


| Modern 


saying, 


Cunslon Cheneue Sete 
from W8XAL to WLWO 


The call letters of Crosley Cor- 
poration’s international broadcast- 
ing station have been changed from 
W8XAL to WLWO. 

This indicates that 
has been removed from the experi- 
mental classification, R. J. Rock- 
well, chief engineer, has announced, 
and that the station may transmit 
commercial programs internation- 
ally. 


Sponsor Package Contest 


Details of the ninth annual All- 
American Package Competition are 
described in the August issue of 
Packaging, New York, 
sponsor of the event. Sixty prizes 
will be awarded in the competition, 
which closes Dec. 20. 


Ketcham in New Post 


Albert R. Ketcham, Jr., has 
joined Noee, Rothenburg & Jann, 
San Francisco, newspaper repre- 


sentative, as sales representative on 


| the Pacific Coast. 


Joins Campbell-Mithun 


ters annually, evidencing the pull- ve  S" 

", pearance Oct. 1. The _ publication 

ing power of this position, though will be issued at 30 N. LaSalle 

placed well back in the paper. street, with Tony Beacon as editor 
Stewart K. Widdess, advertising and Edwin C. Jones, business man- 

manager of J. W. Robinson Com-' ager. 

pany, was asked what proportion of ee 

a department store’s budget ought Robinson with BBDO 

to go into newspaper copy. His an- William L. Robinson. formerly | 

swer was that while the allocation with General Mills, has joined the 


the 
cent of its 


depended upon many factors, 


average store put 64 per ton, Durstine Osborn 


& 


: | Minneapolis agency. 
Minneapolis office of Batten, Bar- | 


Lester Will has joined the copy | 


department of Campbell-Mithun, 
He was for- 
merly city editor of the Minne- 


apolis Journal 


All reproductions are actual size. 


The reference to page 6 
Under the Beech-Nut clipping appears 


"See Good Housekeeping's Advertising Guaranty—Page 6." 
“Every anaes qunemnee as advertised—See page 6." 


| |S to Move 


Roth, Schenker & Bernard, Chi- 
cago, will move to new quarters at 
737 N. Michigan avenue Sept. 1. 


the station | 


_WEBR’S NEW HOME 


“R A D : 0 
CENTRE’ 


| awesd auottones de W. S. 


NATIONAL REPRESENTATIVES 
_ EDWARD PETRY & CO. 
| 


BON THE NBC RED NETWORK 
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Medical Group 
Hopes to Clarify 


Use of Seals 
A. M. A. Food Council. 


. ' ' s 
Reports Queries on) No action was taken on these Instead of ‘Accepted’; maitex Company, Mentholatum | qyberionece sith advertised products, im using 
° ° suggestions, the council reports, | . Company and Moran Shoe Com-| jised to consuls their physicians. The mane- 
Their Meaning |pending a further report of the | Policy Unchanged pany. standards of Parents’ Magazine requisite to 


Chicago, Aug. 22.—By 


complaint against Good Housekeep- | 


iny, the current issue of the Journal | tion exercises supervision over the 
of the American Medical Associa-| advertising of products which have 


i steps on the part of the food indus- | 
| try. 
| might well appear on the advertis- 
|ing of such trade organizations with 
|a statement to the effect that ‘This 


It was suggested that the seal 


| quality established by our organiza- 
|tion are in the interest of public | 
|health. The 


maintenance of these 
standards is the responsibility of | 
this firm.’ ” 


— | committee following completion of 
: a strange |, pook now being worked on, called 
coincidence, in view of the FTC) «accepted Foods.” 


The American Medical Associa- 


Parents’ Continues 
Use of Seals; 


'seal signifies that the Council on we are doing is rendering a real 
'Foods of the American Medical As- service to consumers. PARENTS’ MAGAZINE conscientiously en- 
|sociation believes the standards of Among the advertisers who have deavors, through its Consumer Service 


Changes Wordine 


Products ‘Commended’ 


New York, Aug. 23.—Despite the 
Federal Trade Commission com-| 
plaint lodged against Good House- | 
keeping in connection with its| 
practice of issuing guarantees and 


/used the Parents’ seal are General | 


to do a conscientious job in study- 
ing and testing products,” and that 
“we cannot conceive of any Fed- 
eral Trade Commission action 
against Parents’ Magazine as what 


HOW PARENTS’ DOES IT 


RELIABLE ADVERTISING 


You may have confidence! 


Bureau, to apply high standards in passing on 
products to be advertised therein, 
and to open its pages only to useful 
ucts, made by responsible manu- 
lacturers, which are of definite value | 
in creating and maintaining health- 
ful, efficient and attractive homes. 
eaders are invited to write the Con- 
sumer Service Bureau about their 


Foods Corporation, General Elec- | 
tric Company, Owens-Illinois Glass 
Company, Scott Paper Company, | 
Lehn & Fink Products Corporation, 


COMMENDEC 


\ 


acceptance in its advertising paxes may use its 
Seal of Acceptance. The award of thie Seal of 
Acceptance to a product is not contingent upon 
advertising in Parents’ Magazine. 


While Parents’ Magazine believes 


NO CHANGES PLANNED IN 
PUBLISHERS’ GUARANTEES 
New York, Aug. 23.—The handful 
of magazine publishers who carry | 
specific guarantees of products ad- 


that all ite advertisers stand back of 
the products which they advertise. 
some of these advertisers have asked 
us to add our guaranty to their own. 
which we are very glad to do. If 


ti mnose c¢ ‘ils RB ¢ -_ ananwda ; TT: < wonte | eas P > , 5 » within three months of the date of this issue you : 
on, whose councils on foods and/been accorded its seal of accept-|seals of approval to advertisers, | vertised in their pages, while| sesebecs say predost in the advertioomens of : 
pharmacy and chemistry issue seals | ance. While the association does | Parents’ Magazine intends: to con-| tchi d 1 t a f th er the Parents’ > comand Soarenss Seal 
¢ . 9 fn : . s — . . . if: . 4 s t tat “GCG 4 
of approval to products in this line, not scrutinize every piece of copy,| tinue to test products and to issue | V7 ching eveiopments 8) e | or ¢ statement uaranteed by arents 


this week carries a report of the 


council on foods in which this body | provides that if any change is made 
reports that some of its actions are | jin the copy pattern which has been 


apparently subject to misinterpreta- 
tion, and that methods of clarifying 


| submitted for the association’s OK. 


its agreement with the advertiser 


; 
approved, the new claims will be 


seals when standards are met. 

George J. Hecht, president and | 
publisher, told ADVERTISING AGE| 
here today that there would be no} 


P P o es | 
change in the magazine’s policies. 


° vs . Magazine as advertised therein,’ appears and 
Good Housekeeping case with in- you should he the uct to be unsatisfac- 

: —_ H P tory, write either to the manufacturer or to us 
tense interest, plan no particular We feel sure that you will get complete satix 
changes in the statements appear- faction from the manufacturer, but if not, write 
. . ° . ‘. ee us and we shall promptly and carefully investi- 
ing in their publications, a Survey | gate your complaint. If the product so pur- 
by ADVERTISING AGE reveals chased by you is defective, it will be replaced 


or your money refunded. edo not guarantee 


its position are now being studied. The American Dental Association|He did point out that the seal Meredith Publishing Company, | ruptey of au x AP + ition of the 
“It has not been possible for the| works somewhat along the same | issued by Parents’ had _ been Des Moines, which publishes Bet- os cain ad el ten a ae 
council to exercise supervision over |line. Use of its seal is accorded changed, effective with the Septem- ter Homes & Gardens and Suc- | ie cctus net taaies thar ten es te Ge 
foods of every kind,” the statement the advertiser for certain specific ber issue, but this step was taken cessful Farming, advised ADVER- | ing any complaint not pod than one month 
says. “Hence certain natural foods | periods, at the end of which the|pefore the FTC acted against | TISING AGE categorically that “our ee sour purchase of the said product or | 
of well known nutritional value,|yser must reapply for permission | Good Housekeeping. | basic guarantees _of advertising TUE PARENTS’ INSTITUTE, tNC. | 
such as milk, butter, eggs, fresh|to include it in his copy. Only one| Although current copy in Par- | have not been changed since in- | Publishers of P + Meet i 
fruits and vegetables, are not RO> | instames of alleged violation of this | ents’ anh ottan magazines still in- augurated in first issues. They are | 9 East 40th Street, New York, N. Y. § 
cepted, although claims made in ad-| agreement is reported by the ADA.| cludes the use of the old “Ac- |" being changed now. These 
vertising may be reviewed and|]t withdrew use of its seal from | cepted” seal, advertisers are ex- publications do not issue seals Of Statement carried in each issue of i 
given the seal of acceptance. Any|one large manufacturer of denti-| pected to change to the new in-|®"Y kind for use in advertising,| Parents’ Magazine, explaining the use ( 
misunderstanding of the council’s | frices who without previous noti-|signia which substitutes “Studied | >PUt carry “guaranteed as advertised | of its seals and the nature of its i 
position is regrettable. Processed | fication, shifted from the clean-| and Commended” for “Accepted.” herein’ insignia at the top of the | guarantee. t 
foods have been the chief concern tooth copy which had been ap-| The new seal was adopted earlier | 24vertising index, and the follow- | I 
because it is largely through adver- proved into broader claims. this summer, Mr. Hecht revealed, | ing statement at the bottom of ced! lin Oth t ‘ 
tising that the consumer is in- — when it was decided that “Com- | P@8°: rang Pe ° . 
formed as to the composition and | « mended” was a more fitting term. “Better Homes & Gardens guar- | Address DMAA Meeting 
nutritive properties of such foods. Horlick Sponsors Parents’ has issued seals for nearly antees that your ervrngd will be — Willard M. Kiplinger, president U 
The council aims to render service | ae. a decade. and they have been turned or that satisfactory adjust-|of Kiplinger Washington Agency: ft 
by recognizing the products of arms §i1x-Man Football: changed saverai times before ment will be made if you purchase|], Rohe Walter, advertising man- | in 
which honestly desire to restrict | . any article advertised in this issue|ager of Flintkote Company and Oo 
their claims to those which the Announces Awards 500 Use Seal and it is not as represented in the| DMAA president, and E. J. Poag. tl 
council believes are well estab-| ; : P ; ; advertisement. The complaint, in-| assistant general sales manager, } y 
lished. | Racine, Wis. Aug. 24-—An-| The publisher pointed out that vestigation of which will be insti- | Dodge division, Chrysler Corpora- ti 
nouncement of awards to stimulate |about 500 advertisers have been ‘tuted promptly, must be submitted tion, will give the principal ad- 
Perennial Questions interest in six-man football has| granted the use of the seal. Like|4q ys within one year after the dresses at the annual convention ‘i 
“Questions pertaining to the sig- been announced by Horlick’s | Good Housekeeping, Parents’ | advertisement appears. If the ar- Be oagg oF or yyy 4 p 
nificance of the seal are perennial, | Malted Milk Corporation in the| awards the seal without regard to | ticle is purchased through the mails|«pjirect. Mail. asa Management fi 
A subcommittee, appointed to study September issues of American Boy | whether or not the advertiser uses lit is a condition of our guarantee! Tool” will be the theme of the con- 
the problem, presented a report and | #24 Scholastic Coach. Horlick de-| the magazine. that you shall have mentioned | vention. ‘ 
offered a number of suggestions. It |Ci4ed to sponsor the new game be-| Parents’ does part of its testing| Better Homes & Gardens at the —_—__—. ~ 


was thought that the seal might | CAuse it is less expensive than the 


well be modified to provide some 


orthodox affair, and thus 


permits | 


| of products through its Consumer 
Service Bureau, but most of that 


time the purchase was made.” 


To Check Radio News fu 


explanation of the significance of |5™@l!! schools to pit their strength | type of work is done by indepen-| Other Guarantees The Radio Reporter, a new kind 
the word ‘Accepted,’ about which | *8ainst larger rivals. Spectators|dent laboratories. Investigators for : ;, _ * of radio checking service, has been qT 
much of the difficulty revolves. The | 2" also reported to enjoy the new/|the magazines also oversee tests | Farm Journa and Farmers organized by Burrelle’s Press Clip- , 
, : a ersi because they c: see the | m: , biattaawn § ™ .,| Wife carries the following state-| ping Bureau, New York. The Re- pl 
committee suggested that the state- | Version because they can see 1©;} made by advertisers in their own}! ‘ ; th tents|porter will collect news mentions ke 
ment be modified to read ‘Accepted |@¢tion more clearly than when 22) Jaboratories. a 86 he See eS See | of interest to its clients on the radic | 
H } slavere clutter the feld page in each issue: nterest to its clients on the radio ad 
«< e . . 


as Represented.’ 
gested that, when the seal is used 
in advertising, it might be well to 
require that it be accompanied by 


an appropriate stateme mich os readers of the magazine who were been opened at 230 W. 41st street. 
= ee late statement such as beautiful trophy dese a ng Phage ho - te eonig, |to actual subscribers any loss sus- ousieunmanneane 

This seal signifies that the state- | >®@uUUltul trophy. _ |selected for superior intelligence,|". ey <cearwnr- adinrentiners th 

ments and claims made in this ad-|. 2 TO each of the 30 leading|these women are sent samples of tained by — - sored perl wy Ryder Promoted 

vertising conform to the standards | f00tball teams selected by Amer-| nationally advertised products in| ‘UT out to be deliberate swindlers. 


of the Council on Foods of the 
American Medical Association.’ The 
committee’s report called attention 
to the activities of various trade 


It also was sug-| 


Horlick’s awards will be these: 

1. To each of the 30 leading 
|football players selected by Amer- 
lican Boy, Horlick’s will present a 


|ican Boy, Horlick’s will present a 
(trophy. In addition, it will give $30 
jin cash to each of the first ten 
| schools and $15 to each of the next 


| 9 > > Ta) . on 
groups, notably some members of | 29, the money to be used for pur 


the ice cream industry, who have 


|chase of athletic equipment. 


Another aspect of Parents’ test- 
|ing is a corps of nearly 1,000 “con- 
sumer advisors” which has recently 
i\been established. Consisting of 


return for their comments on each 
product. 

Asked for comment on the prac- 
| tice of issuing seals, Mr. Hecht de- 
iclared: “Magazines which’ con- 
iscientiously study consumer prod- 


as the clipping bureau does with 
magazines and newspapers. A fea- 
ture will be the recording of im- 
portant broadcasts. Offices have (‘ 


“Fair Play: We believe that all 
ithe advertisements in this maga- 
zine are trustworthy. To prove our 


|faith by works, we will make good 


Leon W. Ryder has been named 
general sales manager of Barlow & ’ 
Seelig Mfg. Company, Ripon, Wis.. 
succeeding V. F. Hannon, resigned. 
; , Mr. Ryder was formerly divisional 
|subscribers and honorable business |sales manager in the Indiana-Ken- 
| men, nor pay the debts of honest | tucky-Tennessee territory. 

This offer holds good) — 


Just as we cannot guarantee a pig’s 
tail to curl in any particular di-| 
| rection, so we shall not attempt to 
adjust trifling disputes between 


7" A . 4 | Secuen foes . 
sought to establish high standards, 5Si!X-man football is supposed to| ucts and which award seals to in- pence or aft the transaction|— 
of nutritional and sanitary qualities |@ve been originated by Stephen | dicate those which in their opinion|°M€ month after the transaction | 


of their products. The Council| Epler, coach in a 50-student high | are the better products render ‘a porn gl a 
“ae. views most favorably progressive | school at Chester, Neb. Chester had} real service not only to their) “ ClOse pe sneer Pace gf 
he [tried the conventional game, but|own readers but also to the con-|™@gazines this week disclosed only 440 
od |was forced to abandon it because | suming public generally.” one other prominent publication 
‘of the cost and scarcity of material.| He asserted that Parents’ “tries| Which regularly carries anything 
| Horlick has induced Epler to pre- | approaching a “guarantee in its 
| pare a special chart, packed full of | | columns. This publication is Mc- 
the latest information on the new | OTHER INSIGNIA 'Call’s, which carries this statement | N 
game. This chart will be distribu- | , . on its contents page: “Truth in Ad- 
“y {ted free to users of Horlick’s malted ne ae ae vertising. McCall’s Magazine will | 
; ‘ milk products. In addition, Hor- | ACCEPTED | not knowingly insert advertise- | 
lick’s sponsorship of the six-man| PARENTS’ PARENTS * |ments from other than _ reliable 
COLLINS 'game will give it plenty of oppor- | MAGATINE aaa 


MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| tunity to talk to young athletes 

jabout proper nourishment. Roche, 

Williams & Cunnyngham, Chicago, 

is the agency 

“Sports Weekly” Bows 
Sports Weekly, a 

its debut in Los Angeles last week. 


| group of sports writers 
| the 
| Express, and John Connolly, for- 
merly sports editor of the Los An- 
|geles Examiner. 


| Waverly Petroleum Products 
|Company has appointed Jerome B. 
|Gray & Co., Philadelphia, as adver- 
itising and merchandising counsel. 
| Waverly markets a brand of oil and 
grease available only through new 
car dealers. 


tabloid, made | 


It is published every Friday by a) 
including | 
| Sid Ziff, former sports editor of | 
Los Angeles Evening Herald & | 


SEAVICE 
ig. SuRtaU 


™rr JO OO fr] 8 Am). 
UARANTEED 


as advertised in Better Homes & Gardens 


At the top left is the new insignia which 
Parents’ Magazine permits approved 
products to use in advertising. The 
| former seal, using the word “accepted,” 
has been discarded. Below is the in- 
| signia which Better Homes & Gardens 
carries at the top of its advertisers’ index 
| page in each issue. This insignia is not 
available to advertisers. 


| 


“Home Arts” 


Home Arts - Needlecraft has| 
omitted the guarantee formerly 
carried in its pages since March, 
1939, in order to make room for a 
notice concerning its patterns, N. S. 
Weston, treasurer, reports. 

“The omission of the guarantee 
did not represent any change in 
policy,” he said, “and in all proba- 
bility it will be reinstated after our | 
subscribers have been sufficiently 
impressed with our pattern an- 
}nouncement to reduce so far as pos- | 
sible the vast number of inquiries | 
|we receive for patterns previously | 
| published.” 


firms.” | 
Reports 
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Good Housekeeping 
Changes Wording 
of Guaranty 


New York, Aug. 
Housekeeping’s guarantee, one of 
the bones of contention in the cur- 
rent controversy between the maga- 
yine and the Federal Trade Com- 
mission, has been reworded re- 
cently in a number of important 


particulars, analysis of recent issues | 


revealed today. 

The first changes in what had 
been a standard guarantee printed 
in each issue of the magazine were 
made in the August issue. Others 
were made in the September issue. 
An official of the publication told 
ADVERTISING AGE today that the 
suarantee adopted for the Septem- 
ber issue will be used henceforth 
without further alterations. 

Until the August issue, many of 
the advertising pages bore the foot- 
note: “Every product guaranteed 
as advertised—see Page 6.” In the 
August and September issues this 
was changed to: “See Good House- 
keeping’s Advertising Guarantee— 
Page 6.” 

The box on Page 6 containing the 
guarantee formerly read: “It is the 
definite policy of Good Housekeep- 
ing to make its advertising pages 
trustworthy and reliable. Every 
product advertising in Good House- 
keeping is guaranteed by us as ad- 
vertised in our magazine.’ 

This paragraph was eliminated in 
the September issue. The former 
fourth paragraph was printed first 
in boldface type, with the addition 
of one new phrase. In its new form, 
this opening paragraph read: “If 
you purchase any product adver- 
tised in this issue of Good House- 
keeping magazine within one year 
following its date and find the 
product unsatisfactory, we will care- 
fully investigate your complaint 
and if the product is defective or 
is not as advertised therein, it will 
be replaced or your money re- 
funded.” 

The phrase, “or not as advertised 
therein,” is new in this paragraph. 
The former sentence read: 
product advertised in Good House- 
keeping guaranteed by us as 
advertised in our magazine.” 


is 


aa Rubber Comont Wall 


An Asset to the Graphic Arts 
Professions-Nationally Used 

3 Grades - Light-Medium and 
Heavy-}$2% Per Gal. Post Paid 

S.S. RUBBER CEMENT € 
3436 NO. HALSTED ST. 
CHICAGO, ILL 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. 
CHICAGO 


NOW(YOU 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 

. you'll be glad 
you came. Rooms 
from $3.50 


HOTEL 


RALEIGH 


PENNSYLVANIA Ave.ati2thS:. NW 


WASHINGTON, D.C. 
C. Schiffeler, General Manager 
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Text of New and Old 
“Good Housekeeping” Guarantees 


New York, Aug. 24.—The phraseology of the Good Housekeeping | 


| advertising guarantee, which has appeared in each issue of that pub- 


| ication for many years, 
issues. For ease in comparison, the 


FORMER GUARANTEE 

It is the definite policy of 
Good Housekeeping to make its 
advertising pages trustworthy 
and reliable. Every product ad- 
vertised in Good Housekeeping 
is guaranteed by us as adver- 
tised in our magazine. 

Before we accept advertise- 
ments for mechanical household 
equipment, devices and utensils; 
and household soaps and clean- 
sers such products are tested and 
approved by Good Housekeeping 
Institute. Before we accept ad- 
vertisements for foods, cosmetics 
and pharmaceuticals such prod- 
ucts are tested and approved by 
Good Housekeeping Bureau. Ad- 
vertising is not accepted on 
products that are disapproved. 
Approved products in these clas- 
sifications are permitted to use 
the Good Housekeeping Seal of 
Approval. 

All other products are care- 
fully examined by Good House- 
keeping’s technical staff. They, 
too, must prove satisfactory be- 
fore advertising is accepted. 

This is your guaranty. If you 
purchase any product advertised 
in this issue of Good Housekeep- 
ing within one year from its 
date and find the product un- 
satisfactory, we will carefully 
investigate your complaint and 
if the product is defective it will 
be replaced or your money re- 
funded. 


was changed with the August and Septembe1 


old and new versions are given side 


by side here, with the old version at the left and the new at the right: 


PRESENT GUARANTEE 
If you purchase any product 
advertised in this issue of Good 

Housekeeping Magazine within 

one year following its date and 

find the product unsatisfactory, 
| we will carefully investigate 
| your complaint and if the prod- 
| uct is defective or is not as ad- 
vertised herein, it will be re- 
placed or your money refunded. 

All products advertised are 
carefully examined by Good 
| Housekeeping’s technical staff to 
determine if they are satisfac- 
tory and if they will perform 
what is promised for them and 
do what it is claimed they will 
do as stated in their advertise- 
ments in Good Housekeeping. 
The Good Housekeeping Guar- 
anty applies to all products and 
services advertised in Good 
Housekeeping—and only to such 
products or services. 

The award of our Seal of Ap- 
proval to products is indepen- 
| dent of advertising in Good 
| Housekeeping Magazine. Prod- 
| ucts that come under the clas- 
| sification of mechanical house- 
hold equipment, devices and 
utensils, and household soaps 
and cleansers are tested and ap- 
| proved by Good Housekeeping 
| Institute. Foods, cosmetics and 
| pharmaceuticals are tested and 
| approved by Good Housekeeping 
| Bureau. 

Products that bear the Good 

Housekeeping Seals of Approval 
_ must be actually advertised in 
, our Magazine to come under our 
| Guaranty. 


Quiz Program 
from Theater 
Wins Clear Bill 


Chicago, Aug. 22.—By failing to 
respond, the city has conceded the 
legality of “Dr. I. Q.” program con- 
| ducted by Mars, Inc., manufacturer 
,of candy bars, over the Red net- 


| work of the National Broadcasting | 


|Company through Grant Advertis- 
ing, Inc. The decision is regarded 
'as highly important because of the 
| number of quiz programs on the 
|air which might have been forced 
| to discontinue if the allegations had 
| been upheld. 

| The Mars program has _ been 
| broadcast Monday nights from the 
stage of the Chicago theater, and 
the fact that attendance soared 
since the “I. Q.”’ show began is said 
to have aroused the envy of inde- 
pendent exhibitors, long ago barred 
from such extra-curricular activi- 
ties as bank night. 

During the program, announcers 
pass through the audience, selecting 
at random those who are to answer 
the questions propounded from the 
stage. An unusual feature is that 
the cash awards vary with the diffi- 
culty of the problem, at least one 
carrying a reward of $25. 

Master Upholds Program 


The city charged that the pro- 
gram was based on chance, rather 
than skill, and accordingly was 
illegal. The advertising agency took 
out an injunction to prevent inter- 
ference with the program, and the 
court appointed a master to hear 
evidence. His report, made yester- 
day, gave the program a clean bill 
of health. By its failure to reply 
by 10 o’clock this morning, the city 


automatically concurred in _ this 
view. 

The Mars program is a roving 
one, and its next stand will be 


made at a Pittsburgh theater Mon- 
day. Its success is indicated by the 
fact that an expanded number of 
stations will carry it. 


Represents Texas Paper 


Lorenzen & Thompson has been 
appointed to represent the Times, | 
| Amarillo, Tex. 


Universal Evolves 
Emergency Credit 
for Motor Tourists 


Detroit, Aug. 24.-A new and ex- 
clusive “emergency credit certifi- 
cate” plan to meet the credit re- 
quirements of motor car travelers 
|}away from home is being offered to 


|its time payment customers by Uni- 
versal Credit Company. The plan, 
lavailable only through Ford, Mer- 
cury and Lincoln-Zephyr dealers, is 
intended to benefit thousands of 
customers who travel by automo- 
bile or who spend their vacation 
periods in motor travel. 

Under the new Universal plan 
which has just been released to the 
company’s 168 branches throughout 
the United States and to Ford deal- 
ers, an “emergency credit certifi- 
cate” entitles the holder to credit 
for emergency repairs, or for the 
purchase of tire replacements, ac- 
cessories or other needs from any 
Ford, Mercury or Lincoln-Zephyr 
dealer in the United States. 


Modern Home Appliances 
Appears in Chicago 

The first issue of Modern Home 
Appliances, The Buyer’s Search- 
light, has made its appearance in 
Chicago. It is issued by Lloyd 
Simonson as publisher and Warren 
Edwards as editor at 205 W. Wacker 
drive. Mr. Simonson was formerly 
with MacRae’s Blue Book. 

The new publication is “a serv- 
ice to collect, prepare and compile 
new product information for the 
od and place it before him in 

handy practical form ready for 
use and reference.” It contains 
descriptions of products in the 
house furnishings, appliances and 
specialties field prepared from ma- 


terial supplied by the manufac- 
turer. 


To Gerth-Knollin 


National Carloading Corporation 
has appointed Gerth-Knollin Ad- 
vertising Agency, San Francisco, to 
handle its advertising in eight 
Western states. Newspapers, busi- 
ness papers and direct mail will be 
used to promote its rail and truck 
|freight service on pool cars from 
' Eastern a 


1 000 Products 


Given Seals by 


Good Housekeeping 


| Has Been Withdrawn 
on Many Occasions, 
Says Magazine 


New York, Aug. 23.—Good House- 
keeping has spent more than a mil- 
lion dollars in the past five years 
|in the product testing work against 
‘which the Federal Trade Commis- 
| sion has complained, it was learned 
|here today. The magazine employs 
;more than 50 people in the two de- 
partments which do this work. 

Good Housekeeping’s entry into 
the consumer testing field dates 
back to 1909, when the Good House- 
keeping Institute was established. 
Three years later, the Good House- 
keeping Bureau began operation. 
The Institute tests only household 
equipment, including laundry soaps 
and scouring cleansers. The Bu- 
reau’s testing scope is limited to 
foods, cosmetics and pharmaceuti- 
cals. Both issue “seals of ap- 
proval” which are identical except 
that one bears the name of the 
Institute and the other the Bureau. 


Seals Were Withdrawn 


Over 7,000 products are currently 
privileged to use one or the other 
of these two seals. Many others 
have been listed in past years, but 
the present Good Housekeeping list 
shows that over 2,000 products may 
now display the Institute seal and 
/over 5,000 the Bureau emblem 

An executive of the magazine 
pointed out today that the seal of 
approval has been withdrawn on 
numerous occasions. This has been 
done both when a product was 
changed and failed to meet tests in 
its new form, and when the maga- 
zine objected to new advertising 
copy used to promote an old prod- 
uct. The executive could recall no 
instance in which a seal has been 
withdrawn as a direct result of an 
FTC citation of an advertiser for 
misleading or false copy. 

Has Meat Seal, Too 


In addition to its two regular 
seals issued by the Institute and 
Bureau, Good Housekeeping has a 
special “‘Recommended” seal for 
meat products. It is issued by the 
Bureau and formerly read “Tested 
and Approved” like the other seals. 
The change was made some time 
ago at the request of the U. S. De- 


partment of Agriculture, whose Bu- 
reau of Animal Industry also issues 
a seal bearing the word “Tested.” 


|The magazine agreed to change its 


seal for meats in order to avoid 
possible confusion between the two 
seals, both of which bore the word 
“Tested.” 

Although less than 30 per cent of 
all products ever granted the use of 
either seal of approval have ever 
advertised in Good Housekeeping, 
the seal is widely used in all types 
of advertising and is often repro- 
duced on packages. 

In Other Magazines 

A study of the current issue of 
Good Housekeeping reveals that of 
112 product advertisements, 48 
either contain a seal or the line 
“Guaranteed by Good Housekeeping 
as Advertised therein.” 

Showing that the use of the seal 
or guarantee is not restricted to the 
advertising pages of Good House- 
keeping, 24 advertisements were 
counted in the current McCall's 
which mentioned Good Housekeep- 
ing in one way or another. 

A study of other leading women’s 
magazines revealed similarly wide 
usage. Eighteen Good Housekeep- 
ing mentions were found in Ladies’ 
Home Journal, 14 in True Story, 13 
in Woman’s Home Companion, and 
10 in Parents’ Magazine. 


Philadelphia Has 
Slogan for War 
on Depression 


Philadelphia, Aug. 22.—While 
there have been many “revival” 
themes to aid business it appears 
that Philadelphians have hit on a 
slogan and an idea which may well 
be the key log in the business jam. 
Birth of the idea may be attributed 
to Adolphe Wiedemann, president 
of the Poor Richard Club. 

In talks following his inaugura- 
tion as president, Wiedemann men- 


tioned that “Advertising Creates 
Sales; Sales Make Jobs.” Similar 
but more far-reaching than the 


Nash-Kelvinator drive is this slogan 
and the impetus it has been given 
by Philadelphia advertising men. It 
is gradually appearing on letter- 
heads, in house organs, on factory 
bulletin boards and other places. 

Agencies are tackling clients for 
increased appropriations not from 
the standpoint of making the ac- 
count “juicier” but contact men are 
backing up their arguments with 
stories of other advertisers who are 
increasing their appropriations in 
an effort to boost sales through 
more desires on the part of the 
buying public. 


! 


Started 


INDUSTRIAL EQUIPMENT NEWS 


What's New 


1933 


“IEN’S” THE SPOT! 


WHERE 51,448 ACTIVE PLANT OPERATING MEN 
IN THE LARGER PLANTS IN ALL INDUSTRIES 
LOOK FOR THEIR OPERATING NEEDS. 


Result of this exclusive “LOOKING FOR” reader usage 


PROOF? 


DETAILS? 


is results for advertisers from standard units of space 


costing only $79 to $85 a month. 


More coverage and more advertising action than offered 


by any other publication of similar circulation. 
More than 375 advertisers for September. 


Write for “THE TEN PLAN”, 


THOMAS PUBLISHING CO., 461 Eighth Avenue, N. Y. C. 
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Life Insurance 
Insfifute Starts 
Drive with Movie 


New York, Aug. 24.—The Insti- | 
tute of Life Insurance, formed early | 
this year to conduct public relations 
activities for the life insurance in- 
dustry, took its first major step in 
that direction this week when it 
unfolded a 25-minute institutional 
film called “Yours Truly, Ed Gra- 
ham,” at a preview here. Public 
showings will start Sept. 1. 

Produced in collaboration with 
J. Walter Thompson Company, the 
Institute’s agency, the film is said 
to be one of the most ambitious of 
the commercgl type, from the| 
standpoint of cost and professional | 
nature of production. It boasts a| 
cast of 50, including several well | 
known Broadway and Hollywood | 
figures. The title role is played by 
Charles Arnt, who was seen in the 
stage play, Knickerbocker Holiday. 
Part of the shooting of the film was 
done at the Selznick-International 
Studios in Culver City. 

Showing of the film will be 
handled by local insurance associa- 
tions and by groups of agents who 
will exhibit the picture to pros- 
pects. Clubs, chambers of com- 
merce, parent-teacher associations | 
and American Legion posts are also 
expected to cooperate in bringing | 
the insurance message to the public. | 
Officials estimate 4,000 showings of 
the production during the re- 
mainder of the year and that many | 
again in 1940. | 


Tells Typical Story 


Yours truly, Ed Graham, depicts 
the relationship of a life insurance 
salesman to different types of 
people in a small town and how in- 
surance affects their lives. There is 
the family doctor who neglects his 
own security while advising others, | 
a boy and girl planning to get | 
married, a widow whose husband | 
was “careless about such matters,” | 
and a poor Italian shoemaker who | 
wants to make sure his newly born | 
infant will go to college. 

Whether the institutional film | 
will be backed by advertising has | 
not yet been decided, according to | 
institute executives. 


———— 
Issues Magazine List | 
Vanity Fair Silk Mills, Reading, | 
Pa., will use eight magazines in a} 
fall campaign for its glove silk un- 
derwear and Kneelast hose, a pat- 
ented stocking with a Lastex top. | 
Publications scheduled are Good | 
Housekeeping, Harper’s Bazaar, 
Life, Mademoiselle, Photoplay, 
Vogue, Woman’s Home Companion 
and You. Wesley Associates, New 
York, is the agency. 


Chemist Names Badger 
Chas. Pfizer & Co., New York, 
manufacturing chemist, has ap- 
pointed Badger and Browning & 
Hersey. New York, to handle its 
account The company plans to| 
continue using business papers. 


| 
| 


Ten / 


| Getting Personal 


Ray Freedman, copy chief of Malcolm Howard Advertising 
Agency, Chicago, left on a vacation, but shortly wired back that he, 
too, had persuaded “the swellest girl in the world” to go along as 
Mrs. Freedman. . David Sarnoff, president of Radio Corporation 
of America. took a house at Saratoga for the racing season at the 
Spa... 

“Doc” Geissinger, who recently joined Lord & Thomas’ Chicago 
office, after directing Sunkist advertising for years, is getting 
acquainted with the Coast again. With Mrs. Geissinger, he is spend- 
ing most of his time on their boat at Catalina. . . Bill Pringle, who 
works out of the Los Angeles office of Lord & Thomas, is concen- 
trating on Balboa, seashore resort, during his off hours. . . 

After skipping vacations for ten years, Florence Gardner, execu- 
tive secretary of the San Francisco Advertising Club, has succumbed 
and is going to take a real one, with New York as her headquarters. 
The Advertising Club of New York has taken note and is staging a 
special meeting in Miss Gardner’s honor. . . John A. Holman, general 
manager of Stations WBZ and WBZA, Boston, is participating in those 
maneuvers at Plattsburg, N. Y., where the country’s largest peace- 
time army is holding forth. He is a member of the Signal reserve. . . 


STUDEBAKER GETS OFF TO EARLY START 


President Paul Hoffman of Studebaker giving the lowdown on new models to 

newspaper men at a preview in South Bend. Listening are Harold S. Vance, 

chairman of the board; Jim Dalton, editor of Motor; Hon. Samuel S. Pettingill; 

Mayor Pavey and Chief of Police Ingram of South Bend; and Bert Pierce, auto- 
mobile editor of the New York Herald Tribune. 


Bernard L. Johnson, editor of American Builder, Chicago, is in 
New York as one of the judges in a national All-Gas Homes Build- 
ers’ Competition sponsored by the American Gas Association. . . One 
of San Antonio’s most avid breeders of Scottie terriers is Walt Zahrt, 
WOAI sales promotion and merchandising mgr. . . 

W. A. Zuber, a.m. of National Sportsman, Inc., Boston, has stepped 
out on a second marital adventure. The new Mrs. Zuber is the former 
Gladys Miriam Totten, silent screen star who in Western thrillers 
co-starred with Richard Dix and Lois Wilson. . . 

M. Kellenberg, head of Kay Displays, who has just returned from 
a visit to Europe and Northern Africa, is very enthusiastic about 
America. . . New members of United Air Lines 100,000 Mile Club 
include Francis H. Conrad of McCann-Erickson, New York, and 
Gerald Lauck, of N. W. Ayer & Son, Philadelphia. . . 

Victor Kleber, director of public relations in the office of Mayor 
Kelly, Chicago, is now a major in the Quartermaster Reserve of the 
United States army. He has been a commissioned officer since 1922. 
.. M. B. Bradstreet, representative of The Saturday Evening Post in 
Cleveland, is no longer a bachelor. . . 

Richard A. Ruppert, WSAI promotion manager who recently 
passed his state bar examination, has received his certificate of ad- 
mission to practice in any Ohio court. . . 

Ruth Simmons, comely space buyer for Pacific National Adver- 
tising Agency, is in a Portland hospital recuperating from an appen- 
dectomy, and her boss, Harold R. Stone, is fretting because it was 
her appendicitis that brought him back early from an Idaho vaca- 
tion. . 

Advertising men are playing a prominent part in the promotion 
of the centennial celebration of Minneapolis progress, to be held Oct 
2-7. John C. Cornelius, BBDO Western manager, is general chairman, 
and some of his aides are Earl Gammons, WCCO manager: Ray Cham- 
pion, Investors Syndicate a.m.; and C. T. Hagman, WTCN manager... 

When J. P. Spang, Jr., inked a contract for the firm which he 
heads, Gillette Safety Razor Company, to sponsor broadcasts of the 
1939 World Series games, he did so with the fervent hope that the 
Boston Red Sox will surprise the experts by rallying to dethrone the 
Yankees. Prexy Spang is a rabid Sox rooter, and would like nothing 
better than to see his favorites cop the pennant 

The frontispiece in the June issue of Leica Photography was the 
work of B. Dexter Freeman, art director of Joseph Katz Co. The 
picture was taken at the New York Aquarium, and is one of the 
entries in the Leica Exhibit 

The ten-passenger plane owned by the Arthur Kudner agency, 
used to transport its executives, was demolished in a crash at Hart- 
ford which caused the death of two Kudner employes and the injury 
of three others. All were members of the crew. Neither the owner 
nor any of the other executives of the agency were on board 

James H. Rand, Jr., president of Remington Rand, Inc., may be 
a villain to the National Labor Relations Board but he is a hero to 
the three women whom he saved from drowning in Long Island 
Sound on Sunday. Attracted by the cries of the women whose row- 
boat had overturned, he swam to the rescue and helped keep one 
of the victims above water until his chauffeur arrived with a launch 

O. D. Keep, president and a.m 
is now away on a honeymoon 


. Cue, was married last week and 
Eugene Meyer, publisher of the 
Washington Post, who has a summer home at Mount Kisco, New 
York. witnessed the marriage of his daughter Florence, who has been 
playing in summer stock at Mount Kisco. The bridegroom is an 


uctol 


Philadelphia, before assuming the 
same post with the Ledger in 1884. 


Heart Attack 
He remained with that paper for 
P roves Fatal to 20 years before becoming adver- 
tising manager of the World, a 
Gerald Pp age-Wood position he held for a quarter cen- 
Chicago, Aug. 23.—Funeral serv- | UY: 
ices were held here today for|. Mr. Berger was one of the organ- 
Gerald Page-Wood, veteran adver-|izers of the Poor Richard Club of 
| tising man, who died Sunday on his Philadelphia. In his youth, he was 


farm near Benton Harbor, Mich.|@ Member of the Texas Rangers 
| Mr. Page - Wood, and was wounded several times. 


| who was 57 years — 
old, and lived in EMANUEL MANDEL 
Evanston, Chi- Milwaukee, Aug. 22—Emanue] 
cago suburb, suf- | Mandel, 74, pioneer engraver and 
fered a heart at- head of Mandel Engraving Com- 
tack Sunday and pany and Mandel Multitone Cor- 
| . > 
| poration, died here last week. 


lapsed into a 
Honor Brand to Calkins 


coma from which 
he never em- 
erged. 
Mr. Page-Wood | Honor Brand Frosted Foods Cor- 
was formerly |poration, Indianapolis, an affiliate 
i. tent Was |of Stokely Brothers & Co., has ap- 
wl rwin, Wa Gesctd Cesta pointed Calkins & Holden, New 
sey & Co., Chi- eraid Fage-Wood | York, to direct its account. With 
cago, which he ‘the exception of Stokely’s vege- 
left to join Williams & Cunnyng-| tables and fruits, handled by Gard- 
ham. When the latter was merged | ner Advertising Company, St. Louis, 
with the business headed by John | the agency now directs advertising 
P. Roche, Mr. Page-Wood joined | 2” all Stokely products including 
Roche, Williams & Cunnyngham as | Stokely Wun and Van 
vice-president, art director and ac- vine ccc 
count executive. He left that agency 
four years ago to join the Chicago Export Course Planned 
‘office of Campbell-Ewald Company, | A course of eight lectures on 
|which he also quit recently to act | Practical exporting will be held dur- 
as a free lence. _ing the fall and early winter by 
b-~ Rag a Managers —— a 
| York, in cooperation with the For- 
; SOCEE mm Set j}eign Credit Interchange Bureau of 
During his long service with Chi-|the National Association of Credit 
| cago agencies, Mr. Page-Wood con-| Men. The lectures will be given on 
tributed heavily to the success of |Monday evenings from October to 
outstanding national advertisers by | February. 
manifestations of genius which . - i 
‘added the final crowning touch to Give Direct Mail Course 


copy which, while solid, lacked| The Reporter, New York, in co- 
sparkle. He is credited with giving | operation with the Direct Mail Ad- 
new life to Carnation Milk copy by | vertising Association, will sponsor 
‘creating the milk bottle which now | its second course in direct mail ad- 
lembraces the familiar can. | vertising to consist of 12 sessions 


It is related that another one of | from Sept. 12 to Oct. 24. The first 


his inspirational flashes came in be- | oe this — a a : 
half of Pal, the Bauer & Black sup- | oe" aati 
porters, after an entire campaign e 

had been OK'd, At the last minute, Crammer with Agency | 
Mr. Page-Wood reached for his| J. C. Cranmer, who recently re- 
compass, and drew a neat circle |Signed as assistant general sales 
around the illustration of the figure, | ™@nager of Canada Dry Ginger Ale, 
focusing attention on the male’s ange td Seog He — Ragen 
middle sector. He contributed also| J’. Pye Be : ; 

to campaigns for Hoover Company, specialize in sales promotion and 


»rchandising. 
Old Dutch Cleanser and to a lesser salam: 


_ ‘ 
degree, for Studebaker. ; 
. seca Copy Code Adopted 
The New York Pest Control As- ; 
JOHN A. KINGMAN sociation has adopted an 11-point . 
New York, Aug. 22.—John Ar- | code to govern the advertising pol- V 
not Kingman, former advertising| icy of the exterminating and fu- : 
executive, died at a sanitarium in| migating industry in the city. . 
Yonkers Aug. 20. He was 65 years | . 
old, and served as advertising man- | 6 
ager of Locomobile Company, as an | 
executive of the old Frank Presbrey a 
Company, and as sales manager of | it ta i| “ 1 mn a ha . 
Bartlett-Orr Press. 0 
He later became vice-president of | tl 
William H. Denney Advertising | $90 000 000 Annually c 
Company, retiring several years| ] ’ W 
ago. Before entering the advertis- | a 
ing field with Locomobile, he served 
| as a bridge engineer for the New th 
| York Central Railroad for several Omaha has more than 3,000 retail el 
| years. stores, with an annual volume of ul 


=> $90,000,000.00. Because of excel- 
STEPHEN CHARLES BERGER lent transportation facilities, and i 

New York, Aug. 22—Stephen 
|Charles Berger, who served as a 
newspaper advertising executive 
for 45 years, died last week at his 
home in Ventnor, N. J. He was 79 
| years old and had been ill for six 
months. He retired in 1929 as ad- 
vertising manager of the New York 
World, and held the same position 


good roads, these stores draw from 
a wide trade area. 


The Omaha World-Herald delivers 
this market, in addition to hundreds 
of thriving small town markets 
throughout the entire state of Ne- 
braska and Southwestern lowa. 


with the Philadelphia Public 
Ledger previously. 
Coming to this country from ce € 0 M AH A 


England at the age of five, Mr. 
Berger later became advertising 
manager of the Medical Bulletin, 


World-Herald 


National Representatives: O'Mara & Ormsbee. lec 


— a 


Outstanding Advertisements of the Year 


The current release of the Dartnell Service, "Sales Promotion Plans,” 
contains a special report featuring twenty-six outstanding advertisements 
of the year featured in magazines. 


Not only are the advertisements reproduced but in each case data is 
given as to the results obtained and comments and analysis on the 
reasons for the success of the copy appeal. 


This single release will be sent on approval to executives interested in 
sales promotion. Price $3.00. 


THE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 
CHICAGO, ILLINOIS | 


— 


. i; §g§ 
a a 
+ Pe . 
e's eon 
: a 
pr 
Me 
; a 
a | 
re - 
et — - 
" eat TA 
as 
es 
4 Ma * .* é z . ’ ; ae re 
ee = : eee ee ee me, le Teme ee ge 
ae ; es . ox ; TA 5 LS eae oa eae 
ee es = ’ ia i _ pe. ! as eee agin F ss a ae 
is _ “——> eee OO ie eM, AEE ae ‘or Ps me es 
aa or ca Ta ‘al : oS aa “a. ae. Le ae aoe 
x ad weg ao ie 4 ~~. a A 7 bis ar; sak ll be 
5 ieee - ee. Skee aia E ea * " , ad a 
ee he mee ree) oa i ae ge 
r -. al z ’ an 2 ? saa : inal 
- —. ’ . —_——— eae 
. > “i me — - = oe ers ee ene J 
; : % — wae: | = } 
* a er ~ ™ f 4 
¢ , > , a’ 
% y b ol { evs % i 
ee ai €. ‘ ae” > bs 
el « at 
coal $ alt 4 ' °F a ” ~ ied a i 
ja : ~ \ 
ws gs Gye + he 
a . ¢ 2 we, 
D a P : 
Os hay ““ P 
ae?" 
Te | 
: | 
“es | 
= 
<ul : 
Se 
. 
; 
ye pn ae 
. a 
. 
~ 
aioe 
- 
- 3 
. 
; i 
C au | 
fal ot ‘ : 
ets: Mo (te 
. +o x » 
ah Maat eB BB — 
* | * nw gene le \ 
me . ve \ 
i emery Ky. 7) | 
" a a, ~ | 
: —~ | | | Pp 
ore wee? _ F = yy 
mS Ark. 
he : / 2 
sme. 
fi a e 
St. Louis plus the rich 
surrounding market | 
, 4 BP 
' ° 
| Gi); t. Zouts at ee 
ws db 
‘S5 
7 
4 ¥ ce ‘ ‘ as af 4 h 5. are f ‘ toe es ; ee. pis : ( ; . Pe ey 
‘ be 2 ie : Ay 9 = ——_ » % ’ ie ie > 
F oar nai A. . go = 


a ae ee 


° 


eee 
oe 


og 


am 


August 28, 1939 


ADVERTISING AGE 


25 


Madison Survey 
Shows Total Field, 


Brand Leadership | 


Madison, Wis., Aug. 23.—A pic- 
ture of community use of various 
products, as well as the relative | 
popularity of brands in each group, | 
is given in the second annual “y | 
Buy Quiz” conducted for the Madi- 
son Newspapers by Associated Con- 
sultants. About 4,000 question- | 
naires, representing 24 per cent of | 
the city’s families, were delivered 
to housewives, representing, accord- 
ing to the research organization, | 
five times the percentage required | 
to secure a true cross-section. Re- | 
turns embraced 2,277 replies, ac- 
counting for 14.2 per cent of the 
families. Only 1,595 completed 
questionnaires were used, however, 
representing 10 per cent of the fam- 
ilies in each ward. 

Use of coffee is unchanged from 
1938, when 93.1 per cent of all fam- 
ilies were found addicted to this 
beverage. Hills Brothers’ was again 
found in first place, as in 1938, but | 
this company strengthened its hold 
on the market from 33.3 to 35.2 per 
cent, while Eight O’Clock, second 
choice, was declining from 12.5 to 
11.8 per cent. Chase & Sanborn 
is in third place as a year ago but 
its share of the Madison market has | 
shrunk from 13.9 to 9.1 per cent. | 

Lipton’s again leads in the pack- | 
aged tea market, but its total share | 
of the business has declined from | 
40.8 per cent a year ago to 36.7 | 
per cent in 1939. Tender Leaf 
again is in second place, but it has | 
increased its segment from 22.7 to}! 
25.8 per cent. The total tea market 
in Madison has grown from 70.6 to 
71.5 per cent, according to the sur- 
vey. 


Campbell in Front 


While use of canned soup was 
expanding from 80 to 88 per cent, 
Campbell strengthened its hold on 
the market from 68.7 per cent in 
1938 to 77.3 per cent in 1939, the 
survey found. All other brands 
waned in popularity. 

In the vegetable shortening field, 
Spry remains the leader despite 
some diminution in relative sales. 
Its portion of the market fell from 
56.7 per cent to 47.2 per cent, 
while Crisco was stepping up its 
share from 33.2 to 40 per cent. The 
number of families using this type 
of shortening increased from 64.3 to 
69.8 per cent during the year. 

Canned fruit juice has not yet 
attained great popularity in Madi- 
son, according to the findings, only 
52.9 per cent using it. Dole leads 


the brand procession, with 12.2 per! total volume, with Polar, its nearest | tage in the liquid mouthwash field, 
cent, while Country Club is second | competitor, 


with 9.6 per cent. 
available for 1938. 

Though Kellogg’s dominance of 
the cold cereal market was weak- 


No figures are 


ened somewhat by competitive tac- | 


tics, it still does 50.3 per cent of the 


business, against 52.9 per cent in| 


1938. Wheaties has increased its 
proportion from 15.7 to 17.2 per 
cent. The market has declined from 


M-W “DISPLAY BONS” 


get preferred spaca, OUF 


front in dealer's wingews, - 


and on counters. Theyarue 


tually stationary. SGn@waen 
men... made in Ghyiaiae 
Front and back, they @igpemy 
different sales messages 


slipped on over their wa 


shoulders. A change of mame 
sage jackets con be slippage 


on in a jiffy... spring-wire sue Ta 
frame holds them flat and : 


rigid. New, novel, practical 


... they keep your adverti 


ing messages out In front. 


FAIR TRADE CODE DISTRIBUTED 
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Bair Trade Code 


for ADVERTISING and SELLING 


of the NATIONAL ASSOCIATION OF BETTER BUSINESS BUREAUS, INC. ’ | 


‘ 

] 

. a 
\ 
~ 
Hh 


Serve the pablic with homest valucs. 


Tell the truth shout what ie offered. 


A 4 


Tell the truth in « forthright manner so its signifi 
by the trusting as well as the emabytical. 


may be 


Tell customers what they want to know—what they beve « right to know 
and ought to know bout what is offered so thet they may bay wisely and 
obtain the maximum satisfaction from their purchases. 


Be prepared and willing to make good as promised and without quibble on 
any guarantee offered. 


Be sure that the normal use of merchandise or sevvices offered will not be 
bazardous to public bealth or life. 


z 


\ 
TN he 8 


\> 


Reveal material facts, the deceptive concealment of which might cause 
consamers to be misled. 


Advertise and sell merchandise of service on its merits and refrain {rom 
hei ie flecting unfairly wpon their products, 


Mm your compe or 
servicers, or methods of doing business. 


If testimonials are used, use only those of competent witnesses whe are 
sincere and honest in what they say about what you sell. 


Avoid all tricky devices and schemes such as deceitful trade-in allowances. 
fictitious list prices, falee and exaggerated comparative prices, bait advertis- 
ing, misleading free offers, fake sales and similar practices which prey upon 


Handsomely printed specimens of the fair trade code of the National Association 
of Better Business Bureaus are now being distributed by member bureaus at a 
nominal charge. It is printed in two colors on tinted card stock I1'/4 by 14!/, 


| 81.6 per cent of all families a nen | 


|ago to only 78.6 per cent in 1939. 
| In the field of packaged scour- 
/ing powder, one not covered in 
1938, Old Dutch is supreme, with 
44.8 per cent of the business, ac- 
cording to the survey. Kitchen 
Klenzer is second, with 14.6 per 
cent. 

Among toilet soaps, Palmolive is 
first with 21.7 per cent, having de- 
clined from 25.8 per cent in 1938. 
Lux, in second place, also has 
slipped from 20.4 to 12.5 per cent. 
Camay, which had 12.6 per cent a 
year ago, now ‘is favored by only 
| 9.9 per cent. Ivory, in fourth place, 
| likewise has lost favor, its current 
| rating being 8.3 per cent against 
| 9.3 per cent in 1938. 


| How Others Rank 

| Families using frozen foods num- 
i only 33.4 per cent of the total. 
Birdseye gets 66.9 per cent of the 


accounting for only 7.5 
;per cent. In the dog food field, 
50 per cent, compared with 45 per 
cent a year ago. Red Heart is 
ranked second, with 18.5 per cent, 
a slight gain over the 18.1 per cent 
attributed to it in 1938. Pard is 
third, with 9.2 per cent. 

Northern Tissue has wrested the 
lead from Scot-Tissue, according to 
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PHONE CALUMET 7200 OR WRITE 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 so 


UTH WABASH AVENUE 


CHICAGO, MLINOIS 


Rival has the surprising volume of | 


inches. 


the latest figures, having 31.8 per | 
cent against 28 per cent for the lat- | 
ter. Sectional pride may play some | 
part in this result. A curious a 
in this connection is that only 93 
per cent of Madison families re- 
ported use of toilet tissue. 

Colgate is reported first in the 
tooth paste field, with 18.9 per cent 
of the business. Ipana, with 15.4 
per cent, ranks second, and Pepso- 
dent, with 12.5 per cent, third. All 
three, however, had a larger figure 
in 1938. Dr. Lyon’s leads in the 
tooth powder realm, though its 
share has declined from 41.6 per 
cent in 1938 to 37.7 per cent this 
year. Colgate has taken second 
place, with 10.7 per cent, contrasted | 
| with only 3.9 per cent a year ago. | 
|Pepsodent is placed third. Sixty- 
|five per cent of all families re-| 
ported using tooth paste and 49.2) 
per cent purchases of powder. 

Listerine held a decided advan- 


| 
| 


| while Palmolive was reported with 
almost as great an advantage in the | 
sphere of shaving cream. Burma 
is the most popular brushless shave 
cream and Williams the most sought 
shaving soap, with twice the vol- 
ume of its nearest rival, Colgate. 
In the safety razor field, Gillette is 
supreme, and Schick is almost as 
strong in the electric razor zone. 
Camel is the most popular cigarette, 
White Owl the leading cigar and 
Prince Albert, the ranking pipe to- 
bacco. 


| 


Farm Income Estimated 
at $7,900,000,000 

| The Bureau of Agricultural Eco- 
nomics has estimated that farmers’ 
cash income for 1939 will total 
approximately  $7,900,000,000, as 
compared to $8,020,000,000 in 1938 


|Smaller volume and lower prices 
are responsible for the decline. 
according to the Bureau. Govern- 


ment payments are up 33 per cent 
|} but not enough to offset the drop. 
The greatest decline is expected 
in cotton, while livestock and live- 
stock products are expected to show 
increases over 1938. The North 
Atlantic and Pacific fruit and vege- 
table outlook is on a par with 1938, 
the BAE said, although some reduc- 
tion is anticipated in the Great 
Piains and North Central states. 


Frohman Joins LeQuatte 

Lt. Col. Louis H. Frohman has re- | 
signed as executive vice-president 
of Wales Advertising Company, 


New York, to join H. B. LeQuatte,® 
New York, in an executive capacity. ' 


Many Slogans 
Attributed to 
Rival Products 


Professor Analyzes the 
Requirements in New 
Volume 


Chicago, Aug. 24.—The effective- 
ness of slogans is considerably less 
than generally believed by adver- 
tising men, according to the re- 
vised edition of “Advertising The- 
ory and Practice,” written by C. 
H. Sandage, professor of marketing, 
Miami University. The new edi- 
tion, just published by Business 
Publications, Inc., Chicago, contains 
six new chapters, one devoted to 
the question of slogans. 

Prof. Sandage reports a survey 
conducted by the Market Research 
Corporation of America to justify 
his statement that not only are 
many consumers unable to associ- 
ate the slogan with the product in 
every case, but frequently attrib- 
ute it to a competitive line. 

Of those interviewed, the largest 
number was able to identify “The 
Pause that Refreshes” correctly as 
the Coca-Cola slogan. From this 
peak, replies ranged downward un- 
til only 4 per cent of the males and 
3 per cent of the females were able 


to identify “The Forgotten 60” ad 


the catch-line for Calox. 


Weakness of Slogans 


| “It is significant,” said Prof. 
Sandage, “that less than one-half 


of the 164 persons interviewed were 
able to identify the products asso- 
ciated with 16 of the 24 slogans. 
Of still greater significance is the 
confusion in the minds of many 
as to what product is associated 
with a given slogan. This study 
shows beyond question that steady 
repetition of a phrase in relation to 
a product does not always estab- 
lish the single-track connection 
which it intends, and in some in- 


stances even detours the desired 
result into competing channels.” 

The marketing teacher suggests 
that the element of identification 
could be strengthened by making 
the name of the brand or product 
an integral part of the slogan. 
Thus, the White Rock slogan might 
be improved, despite the fact that 
it appears to be doing a good job, 
by amending it to read, “Stay on 
the Alkaline Side with White 
Rock.” 

The professor recites results of 
an analysis of slogans conducted 
by Ronald Shuman, of the Univer- 
sity of Oklahoma, to determine the 
number which includes’ generic 
name of product, name of firm, or 
name of the brand. He discovered 
that only 124 of 4,022 slogans in- 
cluded all three factors. More than 
one-half contained none of the fac- 
tors. The generic name of the prod- 
uct was the most commonly used 
factor, but it appeared in only 
1,193, or 29.66 per cent of the cases. 

The author, however, contends 
that the name of the product is the 
least valuable as an identification 
element, and asks his readers to 
identify the firm or brand name 
associated with the following slo- 
gans: “The Ham What Am,” “The 
Correct Writing Paper,” “Foods of 
Finest Flavor.” Far stronger, he 
believes, are the following: “Mo- 
torists Wise Simoniz,” “Mum Is 
the Word,” “Collier’s—the National 
Weekly.” 

“The inclusion of one or all of 
these factors in a slogan is not a 


‘event, 


prerequisite to success,” com- 
mented Prof. Sandage, “but in any 
such association must be 
present in the mind of the reader 
if success is to be attained. Material 
assistance can be rendered in 
reaching this goal by dramatizing 
the slogan idea and by associating 
the brand and firrn name with the 
slogan in the advertisement. The 
following slogans are all recog- 
nized as good ones, but in each 
case the reader will probably asso- 
ciate a picture with the slogan: 
‘Chases Dirt,’ ‘Good to the Last 
Drop,’ ‘Hasn’t Scratched Yet,’ “The 
Prudential Has the Strength of 


Gibraltar,’ ‘Time to Retire?’ ‘When 
It Rains It Pours.’” 


General Mills and Goodrich Rubber 


For the sixth consecutive year Oregonian Radio Station 
KEX has broadcast the games played by the Portland 
Beavers, both at home and on the road. These exclusive 
sportcasts are sponsored by General Mills, Inc. (3rd year) 
and Goodrich Rubber Co. (2nd year). They are doing a 
splendid selling job for all concerned. It is fitting that the 
celebration of baseball’s 100th anniversary should bring 
together all of the ingredients of good salesmanship— 
quality products, quality entertainment, quality announcing, 
quality radio station to link sellers and buyers. 


MORAL—Play ball with a winner. Use The Oregonian’ s 
radio stations KEX and KGW to build sales and 
profits in the rich Oregon market. 


620 KC 
5000 WATTS BAYS 
1000 WATTS NIGHTS 
NBC RED 


New York Chicago Detroit 


RADIO STATIONS OF THE 


OREGONIAN 
PORTLAND + OREGON 


National Representatives EDWARD petry a co.inc. BC BLUE 
St.Louis Sanfrancisco Los Angeles 


1180 KC 
5000 WATTS 
CONTINUOUS 
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Union Seeks 
fo Intervene 
in New Tire Sale 


(Continued from Page 1) 


tising barrages on their new offers. 
Some offered a flat 25 per cent re- 
duction from list prices on all tire 
lines. Others offered one tire at list 
price and a second tire at 50 per 
cent off. At least one smaller 
manufacturer met the competition 
of the majors by offering a flat $5 
trade-in price for each old tire. 
Dalrymple announced he had 
made an appointment to confer in 
Washington later in the week with 
Thurman Arnold, assistant attorney 


general. Asserting that the price 
cuts were wholly unjustified and 
would seriously injure smaller 


companies, he warned the indus- 
try that the URWA would not 
stand “to have the price cuts taken 
out of the hide of its members in 
the form of wage cuts.” 


Take the Pledge 


In the sale preceding July 4, tire 
manufacturers were accused of 
misrepresentation. Store managers 
of several companies were ar- 
rested. In some cities and states 
the manufacturers themselves were 
indicted. As result of the orgy 
manufacturers held a special meet- 
ing at Lake Placid, N. Y., adopting 
resolutions condemning their own 
practices and vowing to refrain 
from them in the future. 

The first price sale was confined 
only to third and fourth line tires. 
A second sale from mid-July to 
Aug. 1 applied only to second line 
tires. The current sale affects all 
lines evenly. 

The industry has been operating 
on a series of floor-levels which the 
NRA originated. Under this scale 
standard first line tires are listed 
at the 100 per cent level, with sec- 
ond lines at a 90 per cent level to 
meet competition from oil compa- 
nies and mail-order houses. Third 
lines are fixed at the 75 per cent 
level and fourth lines at 65. Major 
manufacturers claim smaller pro- 
ducers have been selling their first 
line tires at an 80 level with a 10 
per cent trade-in allowance which 
is equivalent to a price only 72 


per cent of that charged by the 


leaders. 
Renewal Sales Gain 


Whether or not the series of 
price sales has been responsible, 
the tire industry has enjoyed the 
largest replacement sales __ since 
1931, the prospects now indicating 
total renewal sales for the year in 
excess of 36,500,000 tires—an in- 
crease of nearly 6,000,000 over 
1938. 

The National Association of In- 
dependent Tire Dealers, which bit- 
terly protested the two previous 


Express Opposition 
To Trade Mark Laws 

The National Association of Sec- 
retaries of State of the United 
States unanimously adopted a reso- 
lution expressing its opposition to 
compulsory registration of trade- 
marks at its 22nd annual con- 
ference at Dixville Notch, N. H. 

The resolution said: “The Na- 
tional Association of Secretaries of 
State of the United States of 
America is unalterably opposed to 
any legislation, federal or state, 
which has as its object compulsory 
or mandatory registration of trade- 
marks and trade names and this 
Association favors permissive regis- 
tration of trademarks only and is 
opposed to all legislation which may 
make the registration of trademarks 
primarily a revenue producing me- 
dium.” 


Widen Disk Policy 

Effective at once, electrical tran- 
scriptions are acceptable at any 
time at Stations WEAF and WJZ, 
New York, the National Broadcast- 
ing Company has announced. 


Promotion 
Review 


Among those bragging to pros- 
pects in one form or another cur- 
rently are You, with a fall issue up 
more than 100 per cent over last 
year; Popular Aviation and Popular 
Photography, with the biggest cir- 
culations in their history; This 
Week, with the biggest July in its 
history, advertising being up 78 per 
cent over last year; and Country 
Life and Horse and Horseman, 
which sent out the year’s first (or 
at least second) Christmas card, 
with the headline, “This Isn’t Laurel 
—It’s Holly,” paving the way for 
announcement that they will not 
rest on their laurels, despite the 


| biggest July issue since 1931. 


* * * 


fate is that being distributed by 
The Instructor. No ordinary mail- 
ing, the magazine has distributed 
360 board games called “Go to the 
Head of the Class.” A letter from 
George V. Rumage, advertising 
manager, which accompanies the 
game, calls attention to the natural 
tie-up between the magazine and 
the game and expresses the hope 
that the prospects receiving the 
mailing “will Go to the Head of 
the Class—with The Instructor.” 


* * 


Harper’s Bazaar, which startled 
its prospect list this spring by send- 
ing a portable radio as a promotion 
piece, has done something along the 
same line. Last time, the radio was 
sent as a tie-up with a broadcast 
from Paris by Mrs. Carmel Snow, 
editor, on the new fashions. This 
time, the magazine sent alarm 
watches to potential advertisers, 


| with the alarm set for the time that 


Mrs. Snow was to broadcast a fall 


One promotion piece that ought| fashion preview from Paris over a 
tc escape the usual waste basket} nation-wide network. The watches 
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were delivered by messenger on the 
day of the broadcast, with an ex- 
planatory letter which pointed out 
that a visual presentation of the 
new fashions will be included in 
the Sept. 15 issue of Harper’s Ba- 
zaar. 


Flavor Insurance Is 
Theme for Beer Copy 


Terre Haute Brewing Company, 
Terre Haute, Ind., has insured the 
formula for its Champagne Velvet 
beer for $1,000,000. 

Newspaper copy, placed through 
Stack - Goble Advertising Agency, 
Chicago, featured the insurance 
policy. 


“Vision” Adds Three 

Duke C. Mills, formerly associ- 
ated with American Home, New 
York, Kimball V. Root and Samuel 
C. Smart, formerly with The Ameri- 
can Weekly, Chicago, have joined 
the sales staff of Vision, New York. 
Mr. Smart will be located in Chi- 
cago. 
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sales and the alleged misrepresen- | 
tation in copy, is expected to join| 
in the protest against the current | 
sale 


Shannon Leaves 
Lorenzen & Thompson 


: C. G. Shannon 
= , long connection 
2 Thompson, Chicago, to enter the 
publishers’ representative field on 
‘-) his own behalf. Mr. Shannon spent 
ome 20 years with the company, being 
next in command to Gen. A. F. Lor- | 
enzen, president. 
Mr. Shannon's new company will | 
be C. G. Shannon & Co., with offices | 
in New York and Chicago. 


has his 


& 


severed 
with Lorenzen 


Almost ten times as many copies 
of agricultural books were printed 
in 1937 as in 1933! 


The biennial Census of Manufac- 
turers Report of the U. S. Depart- 
ment of Commerce, dated Decem- 
ber 29, 1938, gives the following 
figures: 


To Hold Mail Contest 
The 


econd Canadian Direct Mail 
Leaders 


Contest, sponsored by Pro- 
vincial Paper, Ltd., Toronto, will | 
award prizes to the printing firn 
producing winning entries and to j 
advertisers who have used them Se . 
Entries will be divided into three . a. 
groups, campaigns, house organs 
and individual mailing pieces, with 
five awards to be made in the mail- 
ing piece group and ten awards in 
* each of the two other groups. Ron- bo 
alds Advertising Agency, Ltd., To- . , 
ronto, is the agency in charge. The a Nag . J 
contest closes Oct. 16 hae Pe 


Copies of books on agriculture 
and related subjects (exclusive of 
texts for school use and govern- 
ment publications): 


19.33 
131,382 


1937 
1,034,607 
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August 28, 1939 


ADVERTISING AGE 


Advertisers Uphold 
Verity and Power 
of Approval ‘Seals’ 


(Continued from Page 1) 
cosmetic company openly admitted 
her company’s copy’ contained 
blatant claims, designed to make the 
copy stand out in a highly competi- 
tive field. She _ criticized the 
Commission for citing individual 
cosmetic advertisers rather than 
cracking down on claims used on 
an industry-wide scale, declaring 
that certain statements which no 
longer appear in her company’s 
copy can still be found in the ad- 
vertisements of competitors. 

In many instances, it was felt 
that whether the Commission was 
right or wrong, copy could be 
changed easily without decreasing 
its effectiveness. This was done 


recently by one well-known manu- 
facturer of an antiseptic who signed 
an FTC stipulation and yet was 
required to alter copy only slightly. 

As for the direct effect of the 
FTC action against Good House- 
keeping, the attitude of advertisers 
was neatly summed up by one, who 
said: 

“Business as usual.” 

While evincing keen interest in 
the issue, which will be aired in 
September when the Commission 
starts hearings, all expressed hope 
of a victory for the magazine and 
declared their intention of using the 
seals in their promotion as much in 
the future as in the past. 


Exigencies of Space 


They said failure to employ the 
Good Housekeeping recommenda- 
tion in a particular advertisement, 
either in that magazine or in some 
other publication, should not be 
construed as a lack of respect for 
the insignia’s promotion value, but 
rather a concession to the exigen- 
cies of space and the design of the 
layout. Frequently, it was empha- 


sized, the presence of many other 
structural elements in the layout, 
such as illustrations and trademarks, 
leads to the omission of the emblem 
from a particular insertion or two. 
The point was made, however, that 
where such a lapse is tolerated, the 
package usually bears a Good 
Housekeeping seal. 


Held Potent Influence 


Manufacturers of a varied line of 
products explained that their use of 
the magazine’s commendation fre- 
quently hinged upon the nature of 
the product. Drug and food copy 
in which the user’s health is a fac- 
tor carries more weight with con- 
sumers if it bears the approval of 
some authoritative agency, it was 
said. This element was not held so 
important in the merchandising of 
cosmetics. 

While it was admitted in some 
quarters that the granting of the 
seals to small advertisers frequently 
irked their larger competitors, in all 
cases it was felt that the seal of 
Good Housekeeping Institute or 


IN A MILLION WINDOWS SIGNAL 
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INPOINTS of light on the earth's 


dark curve... 


A new generation of farmers ‘boning up” 


Its double-barreled editorial policy keeps 


them up-to-the-minute on farming... 


And on living. 


on what’s new in their profession. . . 


Like doctors... 


Like lawyers... 


fertile fields... 


fertile minds. 


Alert businessmen of the soil keeping 
abreast of times and trends... 


Like their urban counterparts. 


Modern equipment helps them till their 
Modern reading helps them till their 


That's why their copies of The Country 
ome Magazine are so well thumbed. 


Accurate reporting, lively farm gossip, 
helpful columns on ‘‘Ways and Means”’... 


Big, colorful pages. Gripping fiction... 
Interesting, informative advertisements... 


These are the things the modern farmer 
wants...and finds...and reads ...in 


the modern magazine that talks up to 


him... 


In his own language. 


No wonder so many advertisers say, ‘‘/t's 
the hottest buy in the whole farm field!” 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A” 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 
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Over the signature of the local distribu- 

tor, Leighton cigarettes used this half 

page in Columbus, O., recently, to pub- 
licize a variety of appeals. 


Good Housekeeping Bureau has 
great influence on consumer pur- 
chases. 

Some spokesmen indicated that 
the establishment of other testing 
laboratories has augmented rather 
than diminished the potency of the 
Good Housekeeping recommenda- 
tion. Paradoxically, it was pointed 
out, the “consumer” organizations 
who purport to “protect” the public 
against the claims of advertisers, 
are merely aping Good Housekeep- 
ing, which set out to accomplish 
this object many years before. 

Advertisers who employ the 
magazine’s phrase, “Guaranteed by 
Good Housekeeping as advertised 
therein,” expressed surprise that the 
Commission had declared many 
such statements “illegible,” since 
they maintained that the emblem 
is prominent in their copy. 


Joins Brown-Forman 


Michael Greenwald has been ap- 
pointed district manager of Brown- 
Forman 


Distilling Company in 
Louisiana and Arkansas. He will 
maintain headquarters in New 
Orleans. 


Agency to New Orleans 

| Dixie Advertisers, Jackson, Miss., 
has opened an office in the Canal 
Bank bldg., New Orleans. 
|'Shuman has been transferred from 
| the Memphis office to New Orleans 
to become Louisiana manager. 


“Herald” Adds Barber 


Walter E. Barber, who was as- 
sociated for four years with Scrib- 
ner’s, New York, has joined the New 
York advertising staff of Christian 
Herald. 


Heavy Linage | 


ls Promised as 
New Cars Appear 


(Continued from Page 1) 


tions will take the place of conver- 
sation to a large extent. Every retail 
Plymouth salesman in the country 
will be expected to give a minimum 
of two demonstrations daily, with 
three as the ultimate objective. 

D. S. Eddins, Plymouth president, 
quoted his audience a few figures 
to indicate the extensive scale on 
which the Chrysler division oper- 
ates, and to substantiate his theory 
that independents are fighting at a 
hopeless disadvantage. Plymouth 
sales in the 1939 model year will 
aggregate $300,000,000, and $15,000,- 
000 of this was ploughed back into 
the business in the form of retool- 
ing alone. Plymouth owners in the 
United States now number 2,000,000. 

While failing to indicate whether 
or not the slogan of the meeting, 
“1940 Plymouth—Hotter Than a 
Firecracker,” will be carried into 
the advertising, Mr. Eddins said that 
the campaign, to be initiated as 
stocks reach dealers early in Sep- 
tember, will “strike a terrific blow,” 
so that no motorist in the United 
States can be insensible of the ar- 
rival of the new line. 


Nash, Hudson, Hot, Too 


Both newspaper and magazine 
advertising of Nash Motors during 
the next four months will be twice 
as heavy as in the corresponding 
four months last year, W. A. Blees, 
general sales manager, announced 
at the press preview of Nash’s 1940 
models. He estimated sales of 1939 
models amounted to 63,000 units 
and said that the conservative goal 
set up for the 1940 line calls for a 
minimum of 75,000 cars. A year 
ago Nash was delayed in bringing 
its 1939 car on the market by labor 
troubles which the company figures 
cost them 20,000 to 25,000 sales. 

Lower prices for 1940 models 
were announced last week by Hud- 
son Motor Car Company. Base 
prices, delivered in Detroit, are: 
Hudson Six $670; Hudson Six De 
Luxe, $745; Hudson Super-Six, 
$809; Hudson Eight, $860; Hudson 
Country Club Six and Eight sedans, 
$1,018 and $1,118 respectively. The 
new base price for a Hudson Six 
coupe is $25 lower than last year 
and the 4-door sedan is $43 under 


the lowest priced 4-door sedan 
offered for 1939. 
BUICK OUTLINES 
NEW STRATEGY 
Flint, Mich., Aug. 23.—While 


newspapers will carry the brunt of 
the 1940 advertising campaign of 
Buick Motor Compiny, magazines 
will also be heavily used, W. F. 
Hufstader, general sales manager, 
said at the preview here today. 
“The finest product we have ever 
produced,” said Mr. MHufstader, 
“will be supported by a promotion 
campaign in keeping with its merit. 


|Our advertising will carry the Kud- 
}ner sparkle and compelling force 
K. M.| which have characterized it in the 
| past. 
, volume at least 20 per cent during 
the next year.” 


We expect to increase our 


| Knapp Promoted 


Bruce Knapp, formerly Eastern 
advertising manager, has been 
transferred to Chicago as general 
advertising manager of The Ameri- 


|can Hairdresser. 


= — = —— 


FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKET 


<fAmerica s “Greatest W cekly Newspaper\= 
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ADVERTISING AGE 


August 28, 1939 


lf ‘Good House 
Case Sticks, FIC 


May Hit All Seals 


(Continued from Page 1) 
that the advertiser and his product 
are fully reliable and will do what 
the advertising claims. 

Therefore, even if the organiza- 
tion does not claim to stand behind 
the claims of any product, the mere 
affixation of an approval seal to any 
product will be held by the Com- 


mission to be against the public in- | 


terest if the products will not stand 
up to stringent government tests. 
This completely new tack by the 
Commission under the Wheeler-Lea 
act in proceeding against Good 
Housekeeping and its probable fu- 
ture policy of going even further 
than it did in this case, is felt by 
FTC officials to be fully justified by 
the language of the Federal Trade 
Commission act as amended by the 


‘meat out of the case and sign an 
innocuous stipulation which would 
j|have interfered not at all with the 
|customary practices of Good House- 
|keeping in affixing its seal of ap- 
proval to products advertised.” 
Many Advertisers Cited 


| But further than that the Com- | 


|mission is sure it has an air-tight 
‘case. Officials point out that about 
180 prominent national advertisers 
whose copy appears regularly in 
Good Housekeeping have entered 
into stipulations with the Commis- 


tain advertising practices since the 
Wheeler-Lea act went into effect. 


allegations contained in the com- 
plaint against the magazine. 
of these, say the Commission, are 
violating cease and desist orders 
already issued, some are violating 
stipulations already entered into 
with the Commission. 


advertisers of products involved in 


| Asked to release the names of the | 


sion to cease and desist from cer- | 


out that some of these very adver- | 
tisers are involved in the specific | 


| 
| 
| 
| 


In addition the Commission points | 


| 


Some | 


ithe Good Housekeeping case, Chair- | 


|man Robert Freer of the FTC re- 


Index of Retail Activity in 78 Important 


Based on total retail advertising volume in all newspapers in each city. 


Markets 


(Copyright, 1939, by Advertising Publications, Inc.) 


RETAIL ACTIVITY 


inMAJOR MARKETS 
Compared with last year 


Week. by- week 


Total variation. 
year to date 


a coe len clei 
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9 16 23 
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o Gain 


— 
‘o Gain 


Wheeler-Lea act. Those amend- | fused, stating that many had 33-Week 33-Week 33-Week or Loss or Loss 
> a1 > a) tect » Inr dari A 936 y y tai 
ments gave the Commission the |already been penalized enough — — = = Se ree 
, ‘NCEE againe . to. : a or or : nde “nde Me : 4 . “4 4 F 
en grag d go me dis through former stipulation pro- Citys Aug. 21,1937 Aug. 20,1938 Aug. 19, 1959 1937 1938 Aug. 20,1938 Aug. 19,1939 Loss 
se é any false : 8 | santinge + . ai dal ‘ a. a ott Bn ates ahsceesspdmmaatien 
ae alee soe. Meco vs _™is~ | ceedings and that they would prob- | Akron, 0...........- 10,850,343 7,685,055 6,190,978 13.0 —19.5 201,915 178,059 —11.8 
eading advertisement. Therefore | ably be given enough publicity | Albany, N.Y. ......... 6,101,439 5,371,939 5,177,212 5.2 —3.6 170,652 146,311 —14.: 
the FTC took the action it did | when the case goes to trial. Altooma, Pa. .o15..605 4,396,825 8,151,475 3,541,216 19.5 -12.4 91,805 98,182 6 
against Good Housekeeping when it| Another method by which the Atlante, GR, vsecscccecs 9,854,278 0,309,776 10,606,190 7.6 13.9 348,138 356,440 2, 
gp eae an seein , . |Baltimore, Md, ........ 14,271,457 13,279,991 13,397,739 6.1 0.9 306,248 331,636 ef 
felt that violations of the act were | names of the advertisers and their oes mcd 7 4 -— a : : — 
j . itte sor sirmingh: ere 7,959,966 7,759,360 8,045,814 1.1 3.7 221,508 233,982 at 
Come COmENCS. |products may be released shortly | ‘poston, Mass... 12'256.840 11,117,709 11,404,017 7.0 2.6 253,400 262.053 3.8 
Commission officials Say they are | is on request of the Hearst man- Bridgeport, Conn. ie ee 6.291.492 = 564,128 H,OS6 834 4.1 So 161,668 169,680 b.¢ 
“not in the least disturbed” by the | agement for a “bill of particulars” | Camden, N. J. 2,502,157 2,301,388 2,541,059 1.6 10.4 61,511 76,197 23.! 
rebuttal statement of R. E. Berlin, lon the allegations made in the com- Cedar Rapids, la. 3,282,006 2,947,728 3,107,410 5.3 +54 125,762 165,368 +31 
general manager of Hearst Maga-|plaint. Unless so forced, however, | Ch4rieston, W. Va. 7,171,213 6,782,341 6,355,902 11.4 —6.3 166,012 165,837 per” ; 
zines, following issuance of the|the Commission will keep “names” se pec om “pry met pet gee ; “¢ ee saath ry > A 
: . Ss s *hicago, Ill. .......e- 20,645 9,256.92 8,149,088 2. = 4 35,716 36,07 +H Al 
complaint against Good Housekeep-| under cover—for they are in fact|Cincinnati, 0. 000, 10,954,629 "9'362,827 9,616,771 a 122 27 223/823 232,024 37 ir 
ing last week. They are completely |“the case” which it has against | Cleveland, 0. .......... 13,366,518 10,827,669 10,990,460 17.8 1.5 261,044 292.730 12 y 
sure of their case and are sitting |Good Housekeeping. They will be | Columbus, 0. ......... 8,867,313 7,692,788 8,192,331 7.6 +6.5 205,909 216,297 sr | 
back waiting for the filing of the} divulged only under the most ex-| Dallas, Tex. ........-. 13,297,845 12,843,765 12,951,967 2.4 0.8 322,147 362,476 + 12.5 € 
answer to the complaint. ‘eme Cc iti . Davenport, Ta. ...... 6,510,336 5,907,592 5,764,518 “11.5 2.4 145,040 150,052 +3 \ 
: wat aw treme conditions. SS MR ok cain wh teh 9,762,146 7,868,888 8,562,472 12.3 8.8 191,394 239,008 24 e 
A Commission official, however : omy eae . ane dae : rhe ppt ¥ 
. . Sewer, TOR 26k ss twas 6,382,015 5,675,824 5,657,446 11.4 0.3 152,196 151,955 =A), 2 
expressed himself with some heat == — —--—- —- 
about s f the Berli — e Des Moines, la. ....... 4,087,046 3,964,605 3,974,438 2.8 0.3 101,576 38,000 62.1 
about some 0! 1e berlin repre- | Detroit, Mich, ........ 14,017,755 10,720,472 12,134,999 13.4 13.2 256,131 91,334 + 13.7 
sentations. His statement has put oming | Oe PRO, TOR. avicscvcas 6,500,797 6,303,079 6,501,076 é 3.1 165,914 164,892 ey 
the Commission in the public eye as ree, Bile seckévesisets », 780,894 5,496,956 5,914,454 2.3 + 7.6 141,036 173,460 + 23.1 
trying to force Hearst into signing : Fall River, Mass. ..... 2,223,597 5,0 s,08% Settee po +5. 46,959 53,139 rit 
a stipulation to cease and desist on. V er. ions eer eto fad peta yt bp Hey nyt “aka er pepiy apt ro 
° ° rr ay » ‘ sS 5,652,583 601,962 _ mY 8 ng 5 77,632 + 4 ? 
when such is not the case, he im- > Anaad — ae gory e c9n ana 3,679,393 18 he “onaae saaiat Hoy 
plied. a sell Grand Rapids, Mich. 6,615,916 5.287.264 5,320,074 19.6 LO.6 138,334 123,070 —11.0 
_ Sept. 8-10. Convention of Con- Greenville. 8 CG. ...... 4,197,576 3,898,186 4,045,267 3.6 3.8 107,354 107,449 +9. 
Case Two Years Old tinental Agency Network in Mil- Houston, Tex 10.153.142 10,247,882 10,485,342 a sc ey 336.826 3 
( Ss ’ DH. pc cecses ,lve, o o8i, 88a BSS, 046 one tT o.0 280,002 336,82 4-1 8.0 
’ : y _ | waukee, ; Indianapolis, Ind. ..... 11,616,750 9,675,674 10,065,942 13.4 + 4.0 269,626 269,262 —.1 
Officials point out that twice in Sept. 11-14. Annual convention] Jacksonville, Fla 5,644,814 5,316,202 5,694,038 + O.9 +71 140,630 189,896 + 35.0 
the history of this case, which con-| Financial Advertisers Association, eereey City, Me Bs sacs 1,510,520 1,281,908 1,334,435 11.7 4.1 30,510 30,046 —1.i 
trary to general knowledge, has| Royal York Hotel, Toronto. eee ee pda 5 Il po $0,513 __ —30.8 
been on the fire for nearly two Sept. 19-20. Annual meeting, | orang eo Shay -~ ES ane can ett} 5'693.037 ty vas ty waaraee her 
j . tock rK 5,926 5,85 98 5,692,037 j a 70.6 5 R& anit = 
years, the Hearst management has|National Publishers Association, | jet Tock: Are eee ee et oee Ln sasoee 37 75 ances re res?) oO 
come to Washington urging settle-| Skytop Lodge, Skytop, Pa. | Louisville, Ky. ........ 10,010,266 8,714,929 8,891,521 11.2 2.0 218,193 230,064 54 
ment of the issues by stipulations. Sept. 20-22. Annual conference, | }-ynn, Mass. ........... 6,294,680 4,983,302 5,219,930 ~17.1 + 4.7 128,912 126,098 —2.2 Mc 
The first occurred when the original | National Industria -ertisers As-| Manchester, N. H. ..... 2,302,070 2,290,182 2.360.821, 2.6, -3.1 $7,916 30 =—s k 
; ; ) g é vertisers : , ’ ° 3,011 8. 
investigation got under way as far | sociation, Hotel New Yorker, N. Y.| Memphis, Tenn. ....... 7,497,212 6,987,022 7,365,694 -1.8 thd 193,662 237,314 22.5 net 
ack <= , mnra s P . : “ : tMilwaukee, Wis. 10,727,987 9,093,839 8,720,619 18.7 4.1 210,764 230,867 9.5 } 
back as two years ago. At that Sept. 27-29. Annual convention, Minneapolis, Minn. 0 160.718 $212,229 8.418.125 _21 os, 299854 2°56 966 ay al 
time the Commission and Hearst|Direct Mail Advertising Associa-| Moline-Rock Island 1,636,783 5,273,660 5,198,344 —7.8 4 144,368 163,590 -+13.: as 
failed to get together on basic facts.| tion, Roosevelt Hotel, New York. | New Bedford, Mass. 2,150,890 “7,941,226 1,934,310 =i! = 6 ie 51,282 49,294 —3.9 thn 
They allege the same thing hap- Oct. 1-4. Annual meeting, Mail} *New Haven, Conn..... 5,938,512 SOGGSG8 820s bw x Eda “a “ate . | eee ae: aa 
pened a second time, earlier this| Advertising Service Association,| N®W Orleans, La, 12,646,667 11,507,204 12,084,609 4.5 +5.0 426,377 421,524 11 9 $1.5 
year, when a leak in the Commis- Hotel Astor, New York. on A mong ag eoeeee ery hag wey wy tet ony ry 608,595 853,854 a |) 
: “‘O0 L; Bee rrr Te 202,58 3,099,85 - 6,¢ ° —21. 72,35 5 — 28.1 
sion allowed the Hearst group to Oct. 2-3. Boston Conference on) folk. Vv ——~a 045 960 5 84463 - ia i = rare and “7 - 
, , Pawar ‘ Norfolk, Va. ......... 3,035,! 5,844,636 »,963,2 -1.2 +2. 56,85 7.3 
know that a complaint against Good Distribution, Hotel Statler, Boston. Qukland Cal. .......... 1,867,643 $,452,141 vase ade 0.2 as [ese rere By ce [ 
Housekeeping was contemplated. Oct. 12-13. First annual meeting, | ¢#Oklahoma City, Okla. 7,603,078 7,446,605 5,642,000 25.8 —24.2 172,242 132,860 —22.9 | 
The Commission contends that again | Packaging Institute, at Edgewater | Peoria, Ill. ...... 1,524,883 py igre eo Por ty a. poets met 
the Hearst management descended | Beach Hotel, Chicago. Philadelphia, Pa. ..... 18,645,197 15,881,094 — 16,789,629 10.0 5.7 3 86,9038 426,281 + 10.2 “we 
upon the FTC, and again the Com- Oct. 16-17. Fall meeting, News- | aia ae a piwnewes 4,573,884 4,800,612 4,594,282 0.4 —4.3 117,082 122,850 +49 
os . ittsburg a. 5,877,372 12,419,540 2,461,759 +s L 0.3 251,426 317,33 4. 26 
mission refused because, in the|paper Advertising Executives As-| Setrter rsa -- day gaat see = 237 + eye OTD - 0 te ace tye er 
words of a high official, “the Hearst | sociation, Chicago. | Reading, Pa. ...... 6,794,570 5,877,613 6,191,745 8.9 5.3 185,228 199204 +74 
management wanted us to cut the Oct. 19-20. Annual convention, | Richmond, Va. ... 8,246,000 _ FATS 762 7,961,986 ~3.5 6.5 219,016 224,378 +24 8 | 
=== | Audit Bureau of Circulations, Ho- | Ko hester, N.Y. 11,278,785 8,780,065 9,344,669 — —17.2— 6.4 217,805 237,630 +91 8 
tel Stevens, Chicago | Rockford, 11 167,918 1.929. 582 1,973,066 3.8 0.9 149.884 115,094 23, 
, b : 7 ; at . Sacramento, Cal 437,369 $,.849,401 5,168,422 5.0 6.6 132.328 146.090 10.4 
Oct. 17-18. Fall meeting, Inland | gan Antonio. Tex 1133. 655 * 870,697 {417.077 69 141 108.104 123 489 142 Cf 
|Daily Press Association, Hotel{ san Diego, Cal 4,114,218 7.890.688 8,046,829 11.7 2.0 255,920 211,848 17 
| Sherman, Chicago. Seattle, Wash a 6,439,250 543,357, 6,934,102 +7. +20. 176,932 ~ 209,902 18.’ 
Oct. 25-28. Annual convention, | **Seuth Bend, Ind 970,852 1,391,872 3,325,024 14.3 —24.3 143,293 93,878 34 " 
YEARS | Association of National Advertis- | §#5pekane, Wash ape tiy rp aye “pg oe 7 aye aye er te 
For ‘ ers, The Homestead, Hot Springs,| sts Mo. :--.----- 1nesaeie = te.seiiee =» 1L.0RESE 83 +8 BREE TRAE +182 LE 
is- | rs : i 4 1 so , r,t Me ,, mM o4e . —i.o 4,080 85,396 —s 
s cons | Va. a — —e so ~ Hr : 
KDYL ha Tacoma, Wash $667,692 3,907,296 oO.4 -6.5 97,216 121,856 29 
"i rried more a Tampa, Fla 734,822 4.148.942 2 2 11.1 100.954 120,820 19 
o | : ° Toronto, Ont., Car 10,746,283 10.117.295 18.3 5.9 50,995 238.535 § 
. 7 nn re Troy, N. ¥ 2 538,116 2 695.480 ~ 0.4 6.2 59,164 85,134 $3 
aunches ra rive Tulsa, Okla . _ 6 077,310 593,802 5,541,984 RLS 0.9 155,680 133,364 14 
Washington, ID. C 23,290,497 O18 oD a0a 119 — - —— TWIT TT ATT — 
Mystic Laboratories, subsidiary of | ¢+y ve a (Bie "eo ~ ¥- = : 41 wayeeneee me on nana cower H} | 
| American Home Products Company, | youngstown, O 5.784.012 $616,971 $694,554 1S8 17 117.836 120.424 et. 
iy will shortly launch an extensive a 1s —- mane rest 5 
ay fall campaign in women’s maga- Petal 628,681,646 5,696,548 566.277.54 7 14 14.783.124 87.09 4) t ] 
zines, newspapers, car cards and ~ Akron Times-Press discontinued Aug. 28, 1938. : 7 
radio for its Mystic cream. *Linage of daily American, now mbined with Pte rad. elir nated fro “28 totals N 
Small & Seiffer, New York, han- *News-Times discontinued Dec. 28, 143% 
idles the publication and car card [Milwaukee News discontinued Jan. 14, 1939 h ¢ 
advertising, while Blackett-Sample- ‘Oklahoma News discontinued Feb. 24, 1939 
7% "orcester Pos discontinued ) 14938 ‘vr? . . . 
Hummert, Inc., is in charge of the soos : —_~ & J Mi —— . . 1938. Curre linage ad. A re iedu i m tot e 
‘ > , . . . FsopokKane ess discontinued al S. 1929 
radio phase of the drive. #St. Paul Daily News discontinued April 30, 1935 ind 
a iChicago Herald & Examiner reduced to tabloid Sept. 1, 1438 "Dor 
ates, Plans Centennial Fete (Linage for current week not received. All figures deducted fro ‘ 
~ Leon Godchaux Clothing Com- —== ~ : 
pany, Ltd., New Orleans’ oldest re- . . . . _ 
‘ par icthier founded in 1840, is|=ssceglia Wine to Korn Ball to Ajax Holmes as Lecturer “ 
planning an extensive advertising Bisceglia Brothers Wine Corpora- E. Arthur Ball, treasurer of Ball Parker M. Holmes, of A. C. ie” 
campaign to mark the firm's 100th tion, New York, has appointed J.| Bros. Company, has been named | sen Company, Chicago, will conduc 


vear in business. Fitzgerald Adver-|M. Korn & Co., 


tising Agency, New Orleans, 


Philadelphia, to| president and general manager of two courses in market analysis 2 
will be handle its account. 


Plans are being} Ajax Brewing Corporation, Indi- | international trade at Cent? 
in charge made for a new campaign anapolis YMCA College, Chicago, this at qT 
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Ra For the quarter ended June 30, 
95 net profit totaled $863,761, com- 
9.5 aved with $186,973 in the corre- 
ty sponding period of 1938. This is a 
=; gain of 361 per cent. For the first 
rt . six months, net earnings totaled 
_1,1 § 51,502,326, compared with $348,- 
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The rates for this department 


“Help Wanted,” “Positions 
“Representatives Available,” 
sh with order. 


All other classifications (single insertion rates): 
for folder describing discounts for 


$4.75 per inch. Write 


30 cents 


are as follows: 
Wanted,” “Representatives Wanted,” and 
a line, minimum charge $1. Terms 
lL in., $2.75; 1 to 3 in., 


term insertions. 


POSITION WANTED 


Assistant Production Manager. 25. 
Thorough knowledge traffic; excellent 
follow-through and detail man. 
ftiox 18638, ADVERTISING AGE, N. Y. 

Art Director. Excellent Idea Man. 
Broad agency experience coupled with 
dependable originality. 

Box 1864, ADVERTISING AGE, N. 


Ze 


Printing Buyer for a manufacturer is 
open for a position. 15 years experi- 
ence with a leading advertising 
agency from which I left to organize 
and superintend a printing plant. Fa- 
miliar with typography and careful 
purchase of engravings and all proc- 
esses in the graphic arts. Am able to 
furnish the highest references. 

Box 1866, ADVERTISING AGE, Chego. 


SPECIAL SERVICES 
A LOT FOR A LITTLE!! 

Anything printed, typed, written or 
irawn can be reproduced without 
typesetting and cuts! 
Pictures, news items, 
ments, diagrams, etc., clipped 
ewspapers, books, magazines, 
in be pasted into your layout 
reproduced, All sizes available. 

Short editions without penalty!! 

500 COPIES (814x11"”) $2.63 

Sdditional hundred copies only 22c 

tven lower prices on large orders. 

Send for instructive Manual and 

Samples—Gratis. 
LAUREL PROCESS, 480 Canal St., 
N. ¥. C. 

In New York City and Metropolitan 

\rea, phone WAlker 5-0526. A trained 
man will call. No obligation of 

course, 


from 
etc., 
and 


POSITIONS WANTED 
Advertising Copywriter, 44 — experi- 
enced foods, ete. Successful, ambi- 
tious. 

Box 1778, ADVERTISING AGE, N. 2: 


HELP WANTED 


Wanted to Contact 

A responsible man or sales organiza- 
tion, to promote and finance the dis- 
tribution of an all purpose face and 
hand lotion. Product has great sales 
possibilities. Low manufacturing cost 
offers exceptional profits. For full 
particulars, write, 

Mr. F. W. PARKS, Chemist, 310 Cleve- 
land Ave. N. W., Canton, Ohio. 


National agency has opening for crea- 
tive man between 28 and 35. Must 
have had agency experience, be highly 
creative, and capable of writing copy 
for general accounts, 

Box 1865. ADVERTISING AGE, Chgo. 
Seript Writer for Commercial Motion 


advertise- | 


Pictures and Slide Films 


Fast growing, reputable middle 


west 


| film producing organization can use 
capable writer, preferably with some 
|}experience, Not interested in “high 

type. Excellent connection 


for reliable, clean-cut man. 
| Box 1867, ADVERTISING AGE, Chgo. 


| pressure” 


Manufacturers of all types of " prod- 


ucts for retail sales, write us for in- 
formation before investing advertis- 
|ing money, We supply vital ideas, 
analyze and organize vour markets. 
National reputation. Modest fee on 
| sales percentage. 

| LOUIS CC. PEDLAR, 92 Liberty St., 
|N. Y. Room 1103—Rector 2-0450. 


}OUTDOOR ADVERTISING SALESMAN 
with Agency contact experience 
TROWBRIDGE OUTDOOR 
ADV. CORP., Newark, N. J. 


| 
REPRESENTATIVES AVAILABLE 
Youne Advertising Salesman seeks 
line of direct mail and display novel- 

ties for Detroit and Michigan. Com- 

mission only, Address 

Box 1855, ADVI7RTISING AGE, Chgo. 


089 for the first two quarters of 
last year. 


| 


Paraffine Companies 

Report for the fiscal year ended 
June 30 shows net profit of $1,255,- 
001, compared with $1,427,897 for 
the preceding fiscal year. Net sales 
|showed an increase of $798,714 or 
|7.22 per cent over the previous 
| year. 
‘Real Silk Hosiery 
| Report shows net profit of $63,- 
| 558 for six months ended June 30, 


;compared with net loss of $14,334 
|for the first half of last year. 


Canada Dry Ginger Ale 

| For the quarter ended June 30, 
|net profit amounted to $360,143, 
|/compared with $180,868 for the 
|corresponding quarter in 1938, a 
gain of 99 per cent. Gross sales 
totaled $3,991,518, against $3,646,- 
008 in the second quarter of last 
year. 


Lockheed Aircratt 


| 
Net profit for the first six months 
|of this year totaled $508,860, a gain 


Review FTC Operation 
Under Wheel 


| 


Current ''Crack-downs"” 
Mostly Result of Old 
Investigations 


Washington, D. C., Aug. 24.—Fif- 
teen months have elapsed since the 
Wheeler-Lea amendments applying 
to the Federal Trade Commission 
went into full force and effect. These 
amendments tightened former loop- 
holes in the Federal Trade Commis- 
sion act to prevent the false and 
misleading advertising of foods, 
drugs, devices and cosmetics and 


just becoming 
advertisers. 
What has appeared to be a crack- 
down on prominent national adver- 
tisers in the past several months 
has not been part of a new policy 
on the part of the Commission. It 
is simply that investigations started 
as soon as the act became effective 
last May into the products of prom- 
inent national advertisers — and 
against which the FTC had to be 
sure it had airtight cases before 
proceeding—-have just begun to 
catch up with the law. 
Therefore proceedings such 
have recently been instituted 
against Good Housekeeping; against 
Listerine as a cure for dandruff; 


really apparent to 


as 


Alka-Seltzer; Cuticura soap 
ointment; Freezone remedy for 
corns; Djer-Kiss_ talc; Kolynos 


toothpaste; Richard Hudnut beauty 
products and others are not part 
of a carefully laid plot by the Com- 
mission to crack down on advertis- 
ers but are the results of long in- 
vestigations over the past year 
coming to a head. 


All Publications Studied 


During the first year of operations 
under the Wheeler-Lea amendments 
to the FTC act there were few 
prominent advertisers proceeded 


against but this is not to say that 


the Commission was not active in 


} 


'whose case did not require the in- 
vestigation and minute combing of 
|claims which is necessary with the 
|great national advertisers. 

| A full Commission staff is con- 
stantly at work in the newly cre- 
ated Division of Newspaper, Maga- 
zine and Radio Advertising, sifting 
lads and laying the groundwork for 
|Commission proceedings. Radio con- 
|tinuity is filed with the Commission 
at regular intervals by all stations 
land there are few publications 
which do not get a fine-tooth comb 
| going-over by the staff of this 
|Commission division regularly and 
completely. 

| Up to May of this year, that is, 
| during the first year under the new 
‘law, over 1,000 cases dealing with 
false advertising of foods, drugs, 
}cosmetics and devices had been in- 
| stituted and acted on by the Com- 
j}mission. Over 50 cease and desist 


wrote teeth into the law which are | 


moving against smaller advertisers | 


jan 
and |allows the Commission to proceed 


| 


er-Lea Act 


facial tissues, massages, ointments, 
rejuvenating creams, shaving creams 
and shampoos. 

But from now on advertising and 
marketing circles can look for Com- 
mission excursions into the lives of 
advertisers of national prominence 
because investigations are con- 
stantly going on by Commission 
experts here and in the field and 


every cff-color claim is carefully 
investigated and made ready for 


proceedings by the Commission. 
Entire Procedure Changed 


Until the Wheeler-Lea amend- 
ments gave the Commission specific | 
authority over food, drug, cosmetic | 
and devices advertising, the FTC | 
had authority to stop such advertis- | 
ing, but the methods provided in| 
the act were awkward, slow and | 
generally ineffectual for several | 
reasons. The Commission had to | 
prove injury to a | 
through the advertising of another 
in order to stop it, and it could not 
proceed directly against an adver- 
tiser as a means to protect “the | 
public interest.” Therefore, prob- 
ably the most important of the new 
sections of the law is that which 
eliminates the necessity for the 
Commission to prove an injury to 
advertiser’s competitor and 


directly against an advertiser. 

In the second place, the Commis- 
sion’s procedure has been greatly 
speeded up. As the law now stands 
all cease and desist orders of the 
Commission become the law of the 
land within 60 days after issuance 
unless the person proceeded against 
opens court proceedings to contest 
the complaint of the Commission. 
But more than that—and a power 
which the Commission did not have 
from 1914 to 1938—is the power to 
get immediate injunctions against 
the dissemination of any alleged 
false and misleading advertising. 


Use of Injunction 


Under present law, the dissemina- 
tion of an advertisement, allegedly 
false and misleading, can be stopped 
by injunction while the Commission 
proceeds against the advertiser 
under the new law. 

This is the only point on which 
the new law touches publishers, 
advertising agencies and broadcast- 
ing stations, however. There is 
nothing in the law which holds 
publishers or other disseminators of 
advertising responsible for falsé and 
misleading claims unless they re- 
fuse to divulge the name and ad- | 
dress of the advertiser to the Com- 
mission upon request. Section 14 
specifically exempts publishers, 
broadcasters and agencies from re- 
sponsibility under those circum- 
stances. But the running of the 
advertisement either in print or 


over the air waves can be prevented 
by injunction granted the Commis- 


‘orders were issued but stipulations | sion by any United States District 
were more popular. Better than | Court. 


|207 advertisers preferred to settle 
| their quarrels with the Commission 
| by signing stipulations to cease and 


| 


jof 181 per cent over $181,074 for | desist from certain advertising prac- | 


| the first half of last year. Sales for 
\the period amounted to $12,565,117, 
/compared with $5,111,599 last year, 
'an increase of 145 per cent. 
Bulova Watch Company 

For the quarter ended June 30, 
net profit amounted to $263,911, 
compared with $154,048 for the 
second quarter of last year. This 
is an increase of 71.3 per cent. 


Mohawk Carpet Mills 


year net profit was $516,832, com- 
pared with net loss of $698,372 for 
the corresponding period in 1938. 
Net sales totaled $7,146,287, against 
$4,787,328 for the first half of 1938. 


Armstrong Cork Company 


Net profit for six months ended 
June 30 amounted to $1,586,337, an 
increase of 456 per cent over net 
profit of $285,093 in the first half 
of 1938. Net sales aggregated $23,- 
|087,607, against $16,507,757 last 
| year, a gain of 39.8 per cent. 


For the first six months of this) 


tices. Nearly 500 cases were being 
negotiated for settlement by stipu- 
lation as the year ended and about 
|250 cases were being investigated. 


| Wide Range of Products 


| In the food field the proceedings 
‘covered everything from coloring 
‘compounds to dairy products and 
soft drinks. Drugs got most atten- 
tion with items such as cough drops, 
deodorants, contraceptives, eye and 
eyebrow treatments, germicides, 
|hair dyes, tonics, and concoctions 
designed to cure anything from 
lasthma to whooping cough and 
| worms. 

Most popular items for FTC at- 


tention in the devices field were 
equipment designed to remove 
'superfluous hair and fat, nerve 
stimulators, reducing girdles and 


similar equipment items. 

The cosmetics “best sellers” were 
|beauty packs, eye treatments, eye- 
|brow treatments, facial lotions, face 


Other changes in the Federal 
Trade Commission act brought 
about by the Wheeler-Lea amend- 
ments are that false and misleading 
advertising becomes an “unfair or 
deceptive” act or practice in com- 
merce and as such subjects the use 
to the full penalties provided for 
other general unfair and deceptive 
acts and trade practices under the 
FTC act. In addition penalties of 
a civil nature, calling for payment 
of $5,000 for each violation of cease 
and desist orders after they become 
final, are now the law. 


Can’t Withhold Information 


Another major change in the new | 
law, one which has not been widely 
recognized because up to the pres- 
ent only one case has come up 
under it, is that the withholding of 
necessary information relative to a 
product can be proceeded against by 
the Commission. 

Recently trade circles were much 
upset by a Commission order 
against the Restoria Company, 
which produces alleged remedies 
for bad blood, swollen glands, ulcers | 


powders and creams of all kinds,!and like maladies, because certain 


information had not been dissemi- 
nated in connection with the sale of 
the product. 

This under the new law is just as 
much a violation of the Wheeler- 
Lea act as the actual false or mis- 
leading statement of facts in an 
advertisement. For the act specifi- 
cally points out that “the term 
‘false advertisement’ means an ad- 
vertisement, other than labeling, 
which is misleading in a material 
respect; and in determining whether 
any advertisement is misleading, 
there shall be taken into account 
(among other things) not only rep- 
resentations made or suggested by 
statement, word, design, device, 
sound, or any combination thereof, 
but also the extent to which the 
advertisement fails to reveal facts 
material in the light of such repre- 
sentations or material with respect 
to consequences which may result 
from the use of the commodity to 
which the advertisement relates 
under the conditions prescribed in 
said advertisement, or under such 
conditions as are customary or 
usual.” 


To Ward Wheelock 


Ward Wheelock Company, Phil- 
adelphia, has been named agency 
for the Davis Cup challenge round 
tennis matches Sept. 1-3. 


@ We are all apt to follow a 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typegrapher 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job—under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine. Frankly, 
you will never know unless 
you try. Phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings — through every step of production 


@ The production 
on this reduced 
advertisement for 
The Hump Hairpin 
Manufacturing 
Co. was handled 
by Faithorn Corp. 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


$04 SHERMAN STREET - CHICAGO 


TELEPHONE WABASH 7620 
DAY AND NIGHT SERVICE 
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Bruck Adds Jules Nathan 


Jules Nathan, formerly of the re- 
search department of Young & Ru- 
bicam, New York, has been ap- 
pointed marketing director of 
Franklin Bruck Advertising Cor- 
poration, New York. 


Barnes Advanced 


Edmund B. Barnes, for the past 
three years on the Kelvinator ad- 
vertising staff, has been appointed 
district sales manager of Nash-Kel- 
vinator Corporation. He will make 
his headquarters in Detroit. 


Burn-Smith Appointed 


The Oklahoma Network has ap- 
pointed Burn-Smith Company, New 


FIC Bows fo FAA 
on Advertising 


of Beverages 


Two Bodies Work Hand 
in Hand 
Field 


Commission or the Food and Drug 
Administration—is the court of last 
resort so far as the advertising of 
wines, distilled spirits and malt 
beverages is concerned. The king 
pin is the Federal Alcohol Admin- 
istration, with uninterrupted juris- 
diction in this field. 

For some time it seemed as if 
there would be continuing warfare 
between the FAA and the FTC over 
the question because laws under 
H *-| which both operate give them con- 
mn Alcoholic current jurisdiction to discipline 
users of false and misleading adver- 
tising of wines, distilled spirits and 


Washington, D. C., Aug. 24.— | malt beverages. 


| There 


| 


is no longer any question | 
lhere as 


First in the field, however, was 
to which government/|the authority granted by Congress 


York, as national representative for |agency—the Federal Alcohol Ad- |to the FAA. It holds life and death 
ministration, the Federal Trade | powers over the industry with re- 


its six member stations. 


SS a — 


gard to false and misleading adver- 
tising because basic permits under 
which all importers and branches 
of the industry engaged in inter- 
state commerce operate can be com- 
pletely revoked if the advertising 
sections of the FAA act and the 
advertising regulations prescribed 
by the administrator are violated. 
And such revocation can be brought 
about without recourse to court 
action or any long drawn out pro- 
ceedings. The FAA has complete 
and unchallenged authority. 


New Law Made Changes 


The Federal Trade Commission 
came into the picture as a result of 
the passage of the Wheeler-Lea 
amendments to the Federal Trade 
Commission act which gave the 


EFFECTIVE 


ae a t 


590 KC * On the NBC Red Net 


aa 


* John 


Gillin, Jr., Mar. * John Blair Co., Repre- 
sentatives * Owned and Operated by the 
Woodmen of the World Life Insurance 


Society 


OVEKACE 


is measured in terms of 


BUYING POWER 


@ Radio schedules are built to reach potential buyers—people with 


money to spend for advertised products. Time buyers have no in- 


terest in coverage unless it's effective coverage—unless the buy- 


ing power is there. 


WOW aives effective coverage of more people—in more counties- 


with more buying power—than any other station in the rich Omaha 


market. 


Buy WOW and you buy coverage of 93°% of Nebraska's 


buying power; 82°% of South Dakota's; 30% of lowa's; 25 % of Kan- 


sas’; 5°/, of Minnesota's; and | °/, of Missouri's. 


Write us or our representatives for a new cartograph showing WOW's 


effective coverage of the Omaha market. WOW deserves serious 


consideration in any midwest schedule 


WOW - OMAHA 


e. 
* 


Commission wide power to prohibit 
the false and misleading advertising 
of foods, drugs, cosmetics and de- 
vices. Liquor was not specifically 
mentioned in the act but under the 
definition of “food” the act says 
that it shall mean “(1) articles 
used for food or drink for man or 
other animals, (2) chewing gum, 
and (3) articles used for compo- 
nents of any such article.” 

Under this definition the false and 
misleading advertising of wines, 
distilled spirits and malt beverages 
was brought clearly within the 
scope of the FTC’s jurisdiction. 

It took little time, however, to 
straighten out the matter from a 
practical standpoint and an arrange- 
ment was quickly made which 
leaves the FAA as the one and 
only ultimate authority in the field. 

The way it works is this: The 
FTC segregates all printed copy 
which looks as though it were false 
and misleading. It turns it all over 
to the FAA. Little new material 
is turned up this way because the 
FAA itself maintains a_ service 
which checks over all printed ad- 
vertising matter. In the field of 
radio advertising an effective coop- 
eration between the two agencies is 
in operation. Periodically the FTC 
receives from radio stations all 
their advertising continuity. The 
FAA checks over it with the aid 
of FTC officials and thus keeps its 
finger on all the broadcasts, local 
or national, of all beverage adver- 
tising. 

Field Left to FAA 


In effect then, the Federal Trade 
Commission, while officially con- 
cerned with such advertising, is 
leaving the field entirely open for 
the FAA. 

The only interest the Food and 
Drug Administration of the Depart- 
ment of Agriculture has in the pic- 
ture is where beverages may be 
poisonous or deleterious to health. 
Such are automatically seized by 
the Administration under the pure 
food and drug laws. Other than 
this the Administration has no in- 
terest in beverages. 

The authority of the FAA is 
broad and complete. The law under 
which it operates prohibits the pub- 
lication or dissemination, or the 
causing of publication or dissemi- 
nation, of any advertisment by 
newspaper, magazine, radio or out- 
door advertising which would be 
misleading to the consumer; which 
would not provide complete infor- 
mation as to the identity and qual- 
ity of the products; which would 
not specify accurately as to blend- 
ing or rectifying, the neutral spirits 
produced by a process of continu- 
ous distillation, the name of the 
commodity from which distilled, 
etc. All advertisements which are 
disparaging of a competitor’s prod- 
uct or which are false, misleading, 
obscene or indecent are prohibited. 

In addition to this general legis- 


lative outline the FAA administra- 
|tor has wide powers to prescribe 
| regulations with which the beverage 
industry must comply. Such regu- 
‘lations have been issued from time 
to time. In the period of four years 
|since the act has been in effect no 
permits have been revoked for vio- 
lations of the advertising sections 
of the law. 


Adds New Bank Service 
Albert Frank-Guenther Law, New 
York, is offering two syndicated 
series of advertisements, one of 26 
insertions on thrift and the other 
of 13 insertions on mortgage loans, 
as a supplement to its special serv- 
ices to banks. Designed primarily 
for banks with limited advertising 
budgets, the campaigns have been 
subscribed to by banks in New York 
State, Massachusetts, Rhode Island 
|and Connecticut. 
Smith Resigns 
| C. R. Smith has resigned as ad- 
|vertising manager of Bell & Zolle! 
| Coal Company, Chicago, effective 
|Sept. 1, to join Bigelow Press, St 
|'Paul. He will be succeeded by 
Robert C. Barr. 


Forst Packing to Best 

Jacob Forst ; 
Kingston, N. Y., has named Frank 
Best & Co., New York, to handl 
promotion of its meat food products 
Magazines, newspapers and 0 
door posters will be used. 


Packing Company:} 
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PHOTOGRAPHIC 
OF THE WE 


BACK TO QUAKER OATS SPONSORSHIP 


Fore. tet te 


REVIEW 


PYREX CONTAINER 


New re-use container for College Inn 
boned chicken makes capital of the fact 
that it is fabricated of Pyrex. 


NATURE ENLARGED 


Phil Cook puts his name to a contract which will bring him back under the 

Quaker Oats banner beginning Oct. 3 over CBS, while Arthur Hull Hayes, 

WAEBC sales manager, Larry Holcomb, vice-president of Sherman K. Ellis & Co., 
and Mr. Ellis look on. 


ANOTHER DUMMY GOES TO WORK 


ate By is i 

EGAROLESS OF PRICE NO BETTER WHISKEY I% ANY BOTTLE 
Enlargements of a cob of corn and ears 
of rye form the background for a Wil- 


son whisky bottle in this new display, 
created and produced by Einson-Freeman. 


NEW COUNTER UNIT 


re Raucous Rollo is the name given this new member of the G-E air conditioning 
os staff, who is doing his stuff at distributor meetings. Conferring with him are 

Glenn Gundell, G-E air conditioning advertising manager; Stuart Crocker, man- 
- ager of the department, and Russell Jones, Newell-Emmett Company. 


at OLD FASHIONED DRESSER DISPLAY 


Display unit being offered retailers by 
Amity Leather Products Company. 
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IT'S MOVING DAY FOR MILLINER 


, , Fred, New York and Hollywood's mont’ “high bat” mulliners, take the rive 
ra a ; - on moving day to the new location of Johu Frederi¢a, 29 East 4B0W Sutcet, New York 


Full page bleed advertisement of John Frederics, New York milliner, in the} 
Aug. 15 Vogue, which dramatized the new location of the firm. 


ONE STEP IN COME-BACK EFFORT 


muokty NARCH OF THE AiR 
COMBINATION TRANSMITTER = 
WIRELESS RECORD PLAYER 


WIRE CONNECTIONS! 
, Ty 


One of the first examples of a revivified campaign to return the Majestic name 
to a place in the sun is this five-color lithographed display for dealers featuring 
the company's combination transmitter and wireless record player. 


SUNSET GATHERS STAFF FROM FAR AND NEAR 
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Sunset Magazine gathered its entire advertising staff from every section of the country for its annual sales conference in 

Sen Francisco this month. At the right of the front row is Jesse Thrash, business manager. Walter Doty, editor, is second 

from the left in the second row, and Al Reasoner, Eastern advertising manager, and Larry Lane, publisher, are at the 
right of the top row. 


Vis display piece for the relabeled Daggett & Ramsdell line makes use of 
the top of an old fashioned dresser. (Story on Page 7.) 
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ADVERTISING AGE August 28, 1939 


ncomes 


The top circle is the Texas agri- 
cultural income "pie" of 1938. 
Compared with 1937 the relative 
importance of each of these crops 
has increased or declined as fol- 


lows: 

Cotton .. —8.9%, 
Cotton Seed —1.3 
All Grains .. eee 
Trucks, Fruits, Nuts... 0 
Misc. Crops ........... — 4 
Meats and Meat Products +-9.3 
eee +1.8 
ee ...— 6 
Wool, Mohair ..........— 4 
Misc. Live Stock +1.0 


Mise Live Stock 2 %e 


How Texas’ income from oil, min- 
erals, manufactures and miscellaneous 
sources has grown far in excess of 
income from the farms is shown in 
the lower circle. The trend is shown 
by comparing these 1938 percentages 
with those of 1937. Gains and losses 
of relative importance are: 


Oil and Other Minerals +1.0%, 
Crops ~a Pini —5.5 
Livestock and Products +2.6 
Manufactures ‘a +1.9 
Miscellaneous 0 


Net values added by 
Manufactures, only 


22.1% 


Sources of income in Texas are changing. No longer is this a one-crop 
state as in the old days of Good King Cotton. Today agriculture in 
Texas is widely and safely diversified. . 


But that's not all, Are you surprised at the story told by the second 


Miscellaneous 1% 
chart? Did you know that crops and livestock now account for less than 
35°, of Texas’ total income? i:ver the pioneer in the development of the state's 
These facts are vitally important to those who advertise in Texas, so natural en was The Dallas Morning News is today 
The News presents them just as they are. mt a strategic position of usefulness to readers and 


advertisers. It has the largest staff of editors, writers 
and artists of any newspaper in Texas, and ts now at 
a new all-time peak of paid subscribers. 


Sell the Readers of the News . 
And You Have Sold the Dallas Market 


It's significant, too, that the part of Texas which is the Dallas market 
area leads all other sections in farm, manufacturing and oil income— 
all three. 


* TEXAS’ Vis is 
MAJOR MARKET! Dallas 
sie The Northeastern sectior of Texas, comprising ear 
—— che black area shown here, is the Dallas market—the 
<= 


4 richest, most populous area in the state. Within it 
live one-fourth of the people of Texas, and within 
it lie the state's most fertile farm lands and the 
world's greatest oil fields. 


, . 
John B. Woodward, Inc. Texas’ Leading 
Representatives e a ] &, 0 rn | n o ews : Vews paper 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET. 
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